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Rough Proofs 


Cincinnati seems to be an old- 
fashioned town. A recent visitor dis- 
covered this sign in one of the busi- 
ness buildings of the Queen City: 
“Gentlemen: Please do not spit to- 
bacco-juice on the floor.” 


- - > 

Signs of that kind should furnish 
the tip-off to advertisers like the 
American Tobacco Company. In- 
stead of featuring Luckies and 
Cremos in Cincinnati, the product 
which should get the spotlight is 
Battle Ax plug. 


a 


New York accounts for 11.428 per 
cent of the national market for qual- 
ity products, if you accept the E. R. 
Squibb rating. But what’s that .008 
per cent for—Jimmy Walker’s neck- 
ties? 

," FF 

Gov. Sam McKelvie says_ the 
farmer is still buying, but that he 
is harder to sell now than he used 
to be. Since he was sold a bill of 
goods labeled “farm relief,” he’s just 
a bit wary, it seems. 

, FP 

Quaker Oats increased its earnings 
to nearly $7,000,000 in 1931, thus 
demonstrating to the farm board 


that not all grain buyers slipped into 
the red. 


7.9 -@ 


The Police Gazette has finally sus- 
pended publication, leaving Flo Zieg- 
feld as the undisputed glorifier of the 
American hip. 


vey 

Dr. Oscar Zilch is quoted in one 
of the advertisements for King Ed- 
ward cigars. If this defection is 
permanent, it will prove a sad blow 
to Ballyhoo. 


7’ Ff 
According to Old Gold’s poet, a 
dropped fly spoils a pitcher’s no-hit 
game, and C. D. Spencer wants to 
know in what league he’s been keep- 
ing score. 


* = % 

“Paints indicate approximate tem- 
perature,” headlines Heating, Piping 
and Air Conditioning, but the rouge 
dispensers and their customers 
agreed on that a long time ago. 

+ © 

Sears, Roebuck & Co. promise that 
their new State-street store will “help 
bridge the gap between earnings and 
yearnings,” but so far there has been 
no announcement of a champagne 
department for the special benefit 
of near-beer pocket-books. 

vvwey 

The bootleggers, the Harriman 
National Bank insists, are the boys 
who are doing the hoarding. Only, 
instead of hiding the money under 
the mattress, they cover it with bul- 
let-proof vests. 

vey 

“What,” inquired Omar, “do the 
vintners buy, one-half so precious as 
the stuff they sell?” 

In the case of the bootleggers, the 
answer is armored limousines. 

, FF ¥ 

March 15 has been fixed as the 
date for the opening of the big sales 
push by the electric refrigerator 
manufacturers. If Frigidaire, can 
spring be far behind? 
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After three months of winterless 
winter, the clothing stores have de- 
cided that the only liquid inventory 
is umbrellas on a rainy day. 


Copy Cus. 


Sells European Voyages on Instalment Plan 


DETROIT AGENCY 
DECENTRALIZES 
SPACE BUYING 


Erwin, Wasey Also Announce 
New Method 


Detroit, Mich., March 4.—Advertis- 
ers Inc. is testing a new space-buying 
system whereby each member of the 
media department, instead of making 
purchases for all accounts in a par- 
ticular medium, will center his ac- 
tivity about certain accounts, mak- 
ing all media purchases for those 
accounts. 

Under this arrangement, each me- 
dia man will be directly responsible 
to the advertisers he represents. 

Robert E. Clayton remains direc- 
tor of media. P. C. Beatty, formerly 
chief of magazines and trade publi- 
cations, is now in charge of all me- 
dia buying for Dodge Brothers Cor- 
poration, including Dodge _ trucks, 
and all Canadian accounts. 

Herold E. Middleton, who has been 
in the magazine and trade paper 
section, now represents Plymouth 
Motor Corporation, Moto-Meter 
Gauge & Equipment Co., and Ameri- 
can Woolen Mills. 

William J. Davis, formerly in the 
newspaper department, will buy all 
media for Chrysler Corporation and 
Chrysler marine engine. 


It is believed the plan, while mak- 
ing more work for publishers’ repre- 
sentatives, will result im better serv- 
ice to clients of the agency. The new 
method, as indicated, is on an ex- 
perimental basis. 


Erwin, Wasey Innovation 


New York, March 4.— Erwin, 
Wasey & Co. have announced a new 
policy “by means of which the 
agency’s study of newspaper mar- 
kets will be greatly intensified.” 

The major markets of the country 
have been divided among the agen- 
cy’s three space buyers by states. 
Each space buyer will have author- 
ity to make absolutely final decisions 
on the selection of all daily newspa- 
pers in the states assigned to him. 
In the past, media men were as- 
signed to certain accounts. 

“Any representative of a single 
newspaper,” said the agency, “will 
hereafter interview only the one 
space buyer finally responsible for 
the selection of newspapers for all 
of our clients in the state in which 
his newspaper is published. 


Separate Discussions 


“Representatives of several news- 
papers will hereafter discuss each 
separately with our space buyers, ac- 
cording to states and not accounts.” 

The three groups into which news- 
papers are divided under this plan 
are (1) New England and Middle 
Atlantic states; (2) East North 
Central, West North Central and 
West South Central states and (3) 
South Atlantic, East South Central, 
Mountain and Pacific states. 

The plan will be confined to the 
New York office, for the present at 
least. 


St. Louis, Mo., March 4.—The 
National Association of Certified 
Dealers, just formed here, hopes to 
make “the little red man,” its trade- 
mark, mean more to the motoring 
public than the individual mark of 
any manufacturer. Headquarters are 
at 406 Humboldt Building. 

The organization is made up of 
“independent retailers dealing with 
the motoring public,” and_ the 
avowed purpose is to “provide certi- 
fied service in filling and service sta- 
tions, garages, tourist camps, hotels 
and restaurants on all improved 
highways in the United States.” 

Members of the National Associa- 
tion of Certified Dealers may handle 
any brand of products, as long as 
quality is of the higiest, according 
to Martin J. Mullen, director of pub- 
lic relations for the organization. If 
members desire it, however, collec- 
tive buying will be undertaken. 

“Our plan, which has received the 
endorsement of business leaders and 
economists, will not step on the toes 
of major oil companies or others 
serving the field,” said Mr. Mullen. 
“On the contrary, it will help them, 
for their dealers will eventually be 
selling more of their products be- 
cause of the educational features for 
retailers which are a part of the 
project.” 

To Advertise Emblem 


Magazines, newspapers, radio and 
outdoor advertising will be used to 
make the association’s emblem stand 
for quality, Mr. Mullen said. 

Literature for distribution by 
dealers says in part: 

“The sign of ‘Certified Tourist 
Service’ means you have reached the 
best dealer available in your im- 
mediate locality. When you see this 
friendly little red man you have 
found the place where you can be 


New Association of 
Certified Dealers to 
Feature Own Emblem 


“LITTLE RED MAN" 


Certified 
TOURIST 
SERVICE 
= 


sure of better service, quality prod- 
ucts and fair prices, whether it be 
filling station, garage, restaurant, 
hotel or tourist camp. 

“The traveling public is entitled 
to fair dealing in all its transac- 
tions, but for many years the high- 
ways have been spotted with dealers 
who existed by getting the most from 
every motorist who patronized them. 
These irresponsible dealers had noth- 
ing to lose and everything to gain 
because a traveling motorist seldom 


returned to the same highway 
dealer. 
“Now, the better class dealers 


along the highways have formed the 
‘Certified Tourist Service’ organiza- 
tion and have pledged to their cus- 
tomers the same honest, conscien- 
tious service expected from the old 
friend-dealer back home. 

“Members of ‘Certified Tourist 
Service’ promise you fair prices, 
quality products and courteous, effi- 


(Continued on Page 11) 


is being formed. 
Waterloo, la. 


Last Minute News Flashes 


New Agency Places American Tobacco Outdoor Copy 

New York, March 4.—Irving Bromiley, vice-president of Outdoor Adver- 
tising Inc., and Donald G. Ross, vice-president of General Outdoor Adver- 
tising Co., have formed Bromiley-Ross, Inc., which will place the outdoor 
advertising of the American Tobacco Co. 


Young & Rubicam Transfer Starr 
Chicago, March 4.—Graham Starr, vice-president of Young & Rubicam, 
New York, has been transferred to Chicago, where a complete service unit 
The first account serviced will be the Rath Packing Co., 


Kilby Leaves Coleman Lamp 


Wichita, Kan., March 4.—Karl E. Kilby has resigned as advertising man- 
ager of the Coleman Lamp & Stove Co. 


Financial Advertisers Endorse Murphy Campaign 

Chicago, March 4.—The Financial Advertisers Association has endorsed 
a campaign created by Carroll Dean Murphy, Inc. 
and groups through the New Business Corporation. 


It will be sold to banks 


Lucky Strike to Sponsor Political Programs 


New York, March 4.—A part of the Lucky Strike radio programs will be 
devoted to political speeches, with both parties represented. 


CUNARD MAKES 
REVOLUTIONARY 
OFFER IN COPY 


Advertising Arouses Flood 
of Inquiries 


New York, March 3.—The Cunard 
Steamship Company used a 560-line 
advertisement in leading newspapers 
March 1 to offer European passage 
on the instalment plan. The copy at- 
tracted sufficient interest to insure 
mention in the company’s regular ad- 
vertising. 

This is said to be the first time 
transportation has been sold on 
credit, and one of the few instances 
where such terms are offered on in- 
tangibles. The business is financed 
by the Morris Plan Banks, with 
whom an exclusive arrangement has 
been made. 

Terms are elastic. A down pay- 
ment of 25 per cent is required, and 
the balance may be paid in from 4 
to 12 monthly instalments, the first 
due 60 days from date of sailing. 
Round trips start at $125. 


Believe Public Honest 


Six per cent interest will be 
charged and normally no endorsers 
will be required. Since no redress . 
is possible, the ultimate success of 
the plan depends on the honesty of 
the public, a point on which the ad- 
vertiser feels complete assurance. 

The announcement copy used the. 
slogan, “Travel at Your Convenience, 
Pay at Your Leisure,” and argued it 
is as logical to buy transportation on 
deferred payments as an automobile 
or electric refrigerator. 

The single insertion brought a 
flood of inquiries and booked suffi- 
cient business, chiefly from teachers 
and salaried persons, to warrant put- 
ting the offer on a permanent basis. 


SAYS U. S. HAS 
FIREFLY EXPERT 


Chicago, March 2.—Phil S. Hanna, 
editor of the Chicago Journal of 
Commerce, described Government 
activities in the study of fireflies to 
the Chicago Financial Advertisers 
today. 

Mr. Hanna said one of his friends 
was in Washington seeking informa- 
tion on fireflies. He was referred to 
a specialist on that subject, who gave 
him all of the information he de- 
sired. 

When the specialist was thanked, 
he said the obligation was all on his 
side. 

“I’ve been here 20 years,” he ex- 
plained, “and this is the first time 
anybody has ever asked me about 
fireflies.” 

Mr. Hanna. also referred dispar- 
agingly to alleged Government 
studies of the love-life of frogs. 

The meeting of the Financial Ad- 
vertisers was sponsored by publica- 
tion representatives. 
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Bristol, Byoir 
Tell of United 
Action Drive 


Chicago, March 4.—Lee Bristol, 
president of the Association of Na- 
tional Advertisers and Carl Byoir, 
publisher of the Havana Post, de- 
scribed the United Action for Em- 
ployment Campaign before a joint 
meeting of the Advertising Council 
and other organizations yesterday. 

Both left last night for Detroit, 
where a similar gathering is being 
held today. 

Mr. Bristol described the elaborate 
organization created to secure em- 
ployment for 1,000,000 men and pre- 
dicted the effort would prove suc- 
cessful. 

“Mr. Byoir has mobilized a peace- 
time army far larger than the one 
he mustered during the war,” he 
said, speaking of Mr. Byoir’s work 
as co-chairman of the Committee on 
Public Information. 


Johnson Is Promoted 


Leslie C. Johnson has been ap- 
pointed local advertising manager of 
the Rock Island (Ill.) Argus. F. J. 
Mueller, secretary, continues as di- 
rector of national advertising. 


PUZZLE CONTEST 
ADVERTISING 1S 
BANNED BY BILL 


L.M. Grafe Makes Plea for 
Discrimination 


Washington, D. C., March 4.—The 
Postmaster General was among those 
opposing passage of Representative 
Hoge’s bill (H. R. 8580) at a meet- 
ing of the House Committee on 
Postoffices and Postroads Feb. 26. 

The bill declares unmailable any 
advertising of “puzzle contests for 
the solution of which prizes are of- 
fered, but in addition awarding 
points to induce the contestant to 
enter another competition wherein 
the winner is determined by the 
amount of goods or service purchased 
from or sold for the advertiser.” 

It would also bar advertising of 
contests employed to obtain a mail- 
ing list “to be circularized to induce 
individuals to purchase direct or at- 
tempt the sale of products or service 


COURSE: 
North 


East by North 


\ 


HEADS MERGER 


W. G. Hildebrant 


in the belief that a substantial prize 
may be won.” 

A letter from the Postmaster Gen- 
eral, read at the hearing, said the 
Postofficce Department should not 
undertake to regulate a business en- 
terprise until the element of fraud 
or lottery is present. -. 


Draw Battle Lines 


George F. Peabody, editor of 
Specialty Salesman Magazine, Chi- 
ago, strongly advocated the new 
legislation. Lined up against it were 
the American Newspaper Publishers’ 
Association; L. M. Grafe and San- 
ford Wilson, of the Hollywood (Cal.) 
Marvel Products Co.; Theodore 
Arter, Jr., for Publishers Service 
Magazine and the Altoona (Pa.) 
Tribune ; and Charles J. Herson, New 
York attorney. 

Mr. Herson and others favored 
exempting newspapers from the pro- 
visions of the bill. 

L. M. Grafe, president of the 
Hollywood Marvel Products Com- 
pany, said the bill is a blow at adver- 
tising. He summed up the case in 
these words: 

“The bill as it stands would out- 
law many legitimate and honestly 
conducted contests, when it could be 
phrased to remove all objectionable 
elements in contests without doing 
harm to those fairly and honestly 
conducted. 

“The law could require that the 
contest be completely described in 
the advertising, with all of the rules 
given in the first piece of copy. 
Should this be impossible, the adver- 
tisement should state that complete 
rules are not given, but will be sent 
to those interested. 


Purchase Clauses 


“There is no objection to a pur- 
chase clause contest, provided the 
purchaser knows all the _ require- 
ments before paying his money. The 
objectionable practice is where the 
contest winner is not decided by a 
mathematically determined puzzle or 
other test of skill, but by the amount 
of money sent in or volume of sales 
secured. 

“In the latter type of contest, it 
is impossible for the contestant to 
know how much effort or money will 
be required. He may win with a 
$25 investment or he may have to 
spend $800.” 

Representative Hogg’s bill said 
prize contests are “a definitely harm- 
ful type of promotion, taking mil- 
lions of dollars annually from the 
credulous and from children without 
return.” 


Norvell Gets Account 


The William Norvell Agency, re- 
cently started at Portland, Oreg., 
will shortly release a campaign on 
Torco oil, claimed to be re-distilled 
from ordinary motor oil. 


Get Paul Wing 


Paul Wing, formerly with Mc- 
Mullen, Sterling & Chalfant, has 
joined Benton & Bowles, New York 
agency, and will specialize in radio. 


Take Chrysler Quarters 
Ruthrauff & Ryan, New York, will 
move to the Chrysler Building, 405 


Lexington avenue, New York, early 
in April. 


N. Y. Agencies 
Merged Under 
Gotham Name 


New York, March 4.—The Gotham 
Advertising Company and McMullen, 
Sterling & Chalfant have combined 
under the former’s name, with of- 
fices at 250 Park Avenue. 

R. M. McMullen will be chairman 
of the board; Walter G. Hildebrant, 
president; Edward M. Sterling, Ed- 
ward N. Chalfant and John E. Hill, 
vice-presidents; and John H. Nut- 
ting, secretary. 

Mr. Hildebrant, who has _ been 
president of the Gotham Advertising 
Agency for many years, said the 
consolidation was made to enable the 
agency to enlarge its personnel. 

“We discussed the problem with 
executives of several organizations,” 
he said, “but found most of them 
more intent on having their names 
in the firm-designation than on the 
service to be rendered clients. We 
found officers of McMullen, Sterling 
& Chalfant.in accord with our ideas. 

“Gotham’s large business in export 
advertising will be particularly im- 
portant in the enlarged organiza- 
tion.” 


Hardwood Lumbermen 


Vote Promotion Fund 


The National Hardwood Lumber 
Association has voted to raise a fund 
for sales promotion, using the facil- 
ities of the National Lumber Manu- 
facturers’ Assn., Washington, D. C. 
No advertising is contemplated for 
the present, however. 

Manufacturers and _ wholesalers 
will contribute as follows: 

Four-tenths of 1 per cent on orig- 
inal sales of hardwood lumber, and 
two-tenths of 1 per cent on resales 
of hardwood lumber, hardwood ply- 
wood, veneers, dimension _ stock, 
trim and mouldings; payable on the 
15th day of each month on sales of 
the third preceding month. 


Cramer and Maier 


Aid Federal Drive 


F. G. Cramer, Cramer-Krasselt 
Co., and Irwin Maier, Milwaukee 
Journal, have been named members 
of the Milwaukee county executive 
committee in the Government’s drive 
against hoarded money. 


Plan “Trade Lanes” 
Trade Lanes will start at Portland, 


Ore., in April, carrying transpor- 
tation news. A. W. Howard is pub- 
lisher. 


PEBECO SPENDS 
ALL ON RADIO 


New York, March 4.—Pebeco Tooth- 
paste has gone 100 per cent radio 
for 1932. Lehn & Fink, Inc., owners 
of Pebeco, also dropped all other 
mediums for Hind’s Honey and 
Almond Cream last month in favor 
of radio. Lysol Disinfectant remains 
in magazines. 

The company said that “what we 
are doing this year will give us more 
experience to judge better the rela- 
tive merits of magazines, newspapers 
and radio.” 

The radio program will continue 
the claim made in publication adver- 
tising—that Pebeco is for those who 
prefer the best. Most of the radio 
advertising will be heard during the 
Radio Homemakers Hour, when Ida 
Bailey Allen will broadcast “The 
Living Great” series. This will tell 
about famous persons, the tie-up be- 
ing that Pebeco resembles them in 
being distinctive. 

Special spot programs will be tried 
out. Sampling will be done on a 
limited basis, partly through radio. 
Pebeco also will announce valuable 
gifts to those sending in a used 
carton. New dealer helps will be 
issued. 

The United States Advertising 
Corp. is handling the campaign. 


New York State 
Agencies Associate 


Moser, Cotins & Brown, New York 
and Utica, have made an association 
arrangement with the Johnston 
Company, Rochester, N. Y. 

While retaining separate identity 
and ownership, the agencies will 
work together in handling accounts 
in the central and western part of 
the state. 


Sheaffer Wins Suit 


A patent infringement suit of the 
W. A. Scheaffer Pen Co., Ft. Madi- 
son, Ia., against the Pick Pen Co., 
Cincinnati, was compromised in the 
U. S. District Court. A perpetual in- 
junction was issued against the Pick 
company. 


May Opens Stores 


Earl May, seedsman and owner of 
a broadcasting station at Shenan- 
doah, Ia., has opened two stores in 
Omaha for the sale of general 


merchandise, as well as seeds and 
nursery products. 


PACKAGING 


cured on application to 


WRIGLEY BUILDING 


Don't Miss the 
EINSON-FREEMAN Exhibit at the 


March 7 to 12, Palmer House, ‘Chicago 


A showing of some of the most important methods 
of Package Display and Merchandising used by 
America's leading advertisers today. Notably suc- 
cessful, exclusive innovations certain to interest 
forward-looking Sales and Advertising executives. 
Tickets of admission to the Exposition may be se- 


Specializing 
in WindOWand 


store display 
adverfising 


EINSON-FREEMAN CO., Inc. 


LITHOGRAPHERS 


EXPOSITION 


CHICAGO 
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Canadian Racket 
Aimed at American 
Advertising Agents 


Chicago, March 4.—The postal au- 
thorities are investigating a new 
racket designed to make advertising 
agencies of Chicago and numerous 
other cities, the victims. Letters, 
originating in Toronto, asked the 
agencies to forward two dollars to 
cover postage for a “misdirected” 
package. 

In one or two cases, it is said, the 
amount was sent before the agency 
found the same letter had been re- 
ceived by many others. 

The letter said: 

“One of your clients has appar- 
ently mixed his shipments and mis- 
directed to our office a package of 
half-tone engravings which accord- 
ing to notations inside was intended 
for you. 

“Unwittingly we passed this 
through the customs defraying $1.55 
import duty on the cuts. 

“Our shipping clerk is constrained 
from sending the package to you 
COD for this amount by reason of 
our new customs regulations which 
forbid COD shipments of material of 
this nature to a destination outside 
of Canada. 

“Will you not therefore cover the 
customs charges we have paid plus 
45 cents for return shipment so that 
we can forward package on to you 
without further delay?” 


Seize 2,000 Remittances 


Toronto, Canada, March 5.—Police 
have seized 2,000 letters containing 
remittances addressed to a bogus 
firm here at the address of a lead- 
ing hotel. About 500 more were 
cashed, police believe. 

An individual, using a letterhead 


Boucheron Promoted 


in RCA Realignment 


Duties of Pierre Boucheron have 
been expanded with the unification 
of the RCA Victor Company’s export 
and domestic sales activities and con- 
solidation with RCA Photophone Inc. 

As manager of the advertising and 
sales promotion division, Mr. Bouch- 
eron will have charge of foreign and 
domestic advertising, sales promo- 
tion and publicity, including that of 
Phototone. 


Clinton Carpet Uses 
Long List in 1932 


Clinton Carpet Co., Chicago, has 
expanded its magazine list, and will 
use these magazines in 1932: 

American Home, American Maga- 
zine, Collier’s, Delineator, Good 
Housekeeping, Home €& Field, House 
€ Garden, House Beautiful, Ladies’ 
Home Journal, Literary Digest, Mc- 
Call’s, New Yorker, Pictorial Review, 
Saturday Evening Post and Woman's 
Home Companion. 


Four Appoint Mayers 


Electrical Advertising Bureau, an 
association of Neon sign manufac- 
turers, has placed its advertising 
with the Mayers Company, Los An- 
geles. Other new accounts with this 
agency are the Hollywood Cemetery, 
E. A. Hoffman Candy Co., and Har- 
row Laboratory. 


National Tea Cuts 
Number of Stores 


National Tea Company reduced the 
number of stores from 1,600 to 1,512 
in 1931, its annual report showed. 

Earnings were $716,279, compared 
with $1,239,000 for 1930. 


Gneier Opens Office 


L. A. Gneier, former state adver- 
tising manager for Fox Midwesco 
Theaters, is now operating the Amer- 
ican Advertising Agency at Milwau- 
kee. 


Canadian Publisher Dead 


William Southam, 89, founder of 
the Southam Press, Montreal, and 
a chain of daily newspapers, died 
Feb. 27 at Hamilton, Ont. 


indicating he was in the jobbing or 
brokerage business, told the hotel he 
was launching a branch here and 
wished to use the hotel street ad- 
dress until offices were secured. The 
bogus firm name was listed on the 
hotel bulletin board by request. 


N. Y. Agencies Circularized 


New York, March 5.—While many 
New York agencies received the now 
famous circular letter from Toronto, 
the majority say they referred it to 
correspondents in Toronto. 

In view of the small amount in- 
volved, however, many others sent 
the requested $2. 


“TIME” ALLEGES 
RADIO FARE I$ 
EXTREMELY LEAN 


New York, March 4.—In ending its 
26-week radio program, Time believes 
radio, rather than itself, is the loser, 
it suggested in its Feb. 29 issue, re- 
ferring to radio’s “failure to pro 
vide” and “leanness of fare.” 

Time referred disparagingly to 
some other features now on the air 
and said radio has no match for the 
Time broadcasts just concluded. 


“Unlike a newspaper, which sells 
advertising in order to fulfill its 
prime function of giving news,” said 
Time, “the advertisement is radio’s 
prime offering. 


“Also unlike a newspaper, which 
increases its pages along with any 


EDITOR OF "TIME" 


Henry R. Lucas 


increase in advertising, radio is re- 


stricted to the hours of the day. Of 


those hours it sells as many as it 
can. Naturally the evening hours, 
when most listeners are tuned in— 
the ‘front page’ of radio—is virtu- 
ally the property of the advertiser to 
do with as he pleases.” 

While admitting radio has ren- 
dered some creditable services, the 
magazine said these are notable ex- 
ceptions to the rule. 

“Should Time, or any other busi- 
ness, feel obliged to be the philan- 
thropist of the air, to continue pay- 
ing for radio advertising it does not 
want in order to provide radio with 
something worth while?” it asked. 

“Or is it up to the radio chains to 
improve quality of broadcasts, even 
at some reduction in their fat 
profits?” 


“National Geographic” 
Will Carry Color 


With its September issue, National 
Geographic Magazine, Washington, 
D. C., will offer color for the first 
time. 

Four-color process and_ three 
process colors and metallic inks are 
quoted on a new rate card. 


BY MAIL PREPAID 


HE Champion Decorative Material Book No. 2 

contains more than a thousand different decora- 
tive designs in one and two colors, the creations of the 
country’s foremost artists. It brings to you, in com- 
pact, readily available form, the best and most mod- 
ern decorative designs of the day. 


Original art of the highest quality is costly. Think 
what you save when you use this book! Think, also, 
what this book will mean to you in improving the eye 
and sales appeal of the literature you prepare! Then 


| time - saving 


money-saving 


150 PAGE % of 


Ideas 


A storehouse of waluable decorative 


material for every layout purpose. 


think of the time you save! Without a question, the 
book will pay for itself many times over on a single job. 


Have the book sent on approval. If you don’t think 
it worth many times the price of $1.50, return it, and 
the charge will be canceled. But look at it, see for 
yourself how . . . with this book . . . you can save 
time and money and produce better selling material. 


THE CHAMPION COATED PAPER COMPANY 
Hamilton, Ohio 


Name 


Approval Coupon 


If I like it, I'll keep it and pay your bill for $1.50. If I don’t, I'll return it and your bill is to be canceled. 


Hamilton, Ohio, Dept. K 


THE CHAMPION COATED PAPER COMPANY 


Send me The Champion Book of Decorative Material No. 2. 


Position 


Company. 


Address 


City. 


State. 
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The High Cost of Space-Buying 


Step into the reception-room of 
any advertising agency, especially 
an agency with a few active ac- 
counts, for which it is known that 
business is being placed, and you will 
find an imposing array of high- 
priced, high-pressure salesmen, wait- 
ing patiently to see the account ex- 
ecutive, the space-buyer, the assistant 
space-buyer, or anybody else who 
will take the time and trouble to 
listen to their story. 

Each man, who has been selected 
by the publisher because of his skill 
as a salesman, is chiefly engaged in 
wearing out the seat of his trousers, 
in spite of the fact that the cushions 
in the reception-rooms of the best 
agencies are notably soft and com- 
forting. The supply of current maga- 
zines is always large and _ the 
company congenial, so that the alter- 
natives of reading, meditation or con- 
versation are equally pleasant. But 
they sit. 

It takes the average salesman any- 
where from twenty minutes to two 
hours to get in to see the man whom 
he has chosen as the party of the 
second part for his sales interview. 
Under these conditions, a couple of 
calls in the morning and as many in 
the afternoon constitute a hard day’s 
work. That’s one reason why large 
staffs of salesmen are required to 
maintain contact with agencies, and 
that’s one reason why it costs so 
much to sell space, and hence to 
buy it. 

One of the obvious weaknesses in 
the national advertising situation is 
that the burden of space-buying is 
too largely imposed on the shoulders 
of the agency. The space salesman 
concentrate on the “point of pur- 
chase,” which is necessary, and in 
most cases pay too little attention 
to the advertiser himself, whose par- 
ticipation should be equally neces- 
sary. Few salesmen can make out 
a good case for their market or me- 
dium without knowing the sales and 


advertising problems of the manu- 
facturer whose goods are to be sold. 

Agency executives, who should be 
flattered because of the vast amount 
of attention which they receive from 
publishers’ representatives, do not 
appear to enjoy the situation. They 
are constantly developing plans 
which are intended to save the time 
and effort of space salesmen. 


Annual presentations to the entire 
agency staff contacting accounts are 
suggested. Limitations as to the 
time and character of interviews are 
imposed. Restrictions on the kind of 
mediums to be employed are an- 
nounced in advance, to save the time 
of all concerned. And still the re- 
ception-rooms remain crowded and 
the voices of reception-clerks become 
hoarse from murmuring, “Mr. Smith 
will see you, but there are four 
others ahead of you.” 


What’s the answer to the problem 
of the high cost of space-buying— 
for according to the laws of eco- 
nomics and publishing, the cost of 
selling is included in the final cost 
of the product bought and paid for 
by the customer. ADVERTISING AGE 
does not claim to have the solution, 
but here are a few suggestions: 

1. Make it easily possible for space 
salesmen to check lists of mediums 
selected for specific accounts, to en- 
able the status quo to be determined. 


2. Have sufficiently large staffs of 
space buyers and assistants to en- 
able representatives who should be 
heard to be given prompt attention. 


3. Let the advertiser do at least 
a part of the work by receiving 
solicitations from publications repre- 
senting markets regarding which the 
advertiser needs information. 


There are no doubt many other 
plans which could be devised for the 
improvement of the situation. Why 
not consider them as part of the cur- 
rent discussion of how to reduce 
advertising costs? 


Instalment Selling Expands 


In spite of all the hard words di- 
rected against it by the economists, 
some of whom blame a large share 
of the depression upon over-expan- 
sion of credit selling, the plan of 
buying on deferred payments con- 
tinues to have a strong appeal to the 
public. 

The advent of ocean voyages and 
tours abroad, by means of payments 
to steamship lines spread out over a 
period beyond the date of comple- 
tion of the trip, is a brand-new kind 
of proposition, and eliminates the 
safeguard established by the re 
possession clause in contracts for the 


sale of most products. But the experi- 
ence of the credit finance companies 
has been so favorable as to justify the 
extension of the plan into the field 
of transportation, a service rather 
than a commodity. 

Advertisers have learned that the 
lower the price or the longer the 
period within which payments may 
be made, the more sales they can 
make, through the automatic exten- 
sion of the potential market. Conse- 
quently it may be assumed that this 
proven device for increasing the 
number of prospects will continue 
to be featured in 1932 campaigns. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


358. Milwaukee Retail Trading Area. 

This exposition is made up of two 
maps, the first showing the Milwau- 
kee trading area, the second show- 
ing how it is covered by poster ad- 
vertising. The second map, issued 
by the Cream City Outdoor Adver- 
tising Company, also gives detailed 
information on the number of people 
reached by representative displays, 
with cost per thousand daily impres- 
sions and cost per thousand popula- 
tion per day. 


359. Paper Marketing Today. 


This is a report of an investiga- 
tion into the major phases of the 
marketing of writing papers. It 
shows where bond, ledger and other 
papers are used and what buying 
sources are usually patronized, such 
as paper merchant, printer local sta- 
tioner or direct from mill. Manage- 
ment Methods is the author. 


360. How 60 of the Biggest Adver- 
tisers Bought Space in St. 
Louis in 1931. 


This lineage comparison is issued 
in convenient pocket form by the St. 
Louis Post-Dispatch. It discusses de- 
partment store, furniture, women’s 
store and other types of local adver- 
tising. 


361. Market Facts about Indian- 
apolis. 


This study in a series issued by 
the Indianapolis News covers cigar 
distribution and relative popularity 
in the Hoosier capital. Cremo led 
the parade in 1931 in the less than 
10-cent class, though its distribu- 
tion was slightly less than Havana 
Ribbon. 


352. Markets by Incomes. 


The title gives the key to this sur- 
vey of Appleton, Wis., typical Amer- 
ican community, by Time. This is 
said to be the most pretentious study 
of buying habits by income classes 
ever made. It throws light on many 
spots which have been clouded here- 
tofore and will do much in the in- 
terest of more intelligent advertising 
efforts. 


353. A Fact Picture of the Food 
Fields. 


McGraw-Hill have a reputation for 
thoroughness and this booklet is no 
exception to the rule. It indicates 
that the huge food market came 
through 1931 with flying colors, and 
in much better shape than industries 
not stimulated by “the relentless 
daily demand for food.” 


347. Presenting a New Rate Card 
and Explaining Needlecraft’s 
two Year Plan. 


This is Needlecraft’s own story of 
its 10 per cent rate reduction and a 
brand new type of space discount. 
It starts out with a recital of how 
the magazine revised its circulation 
methods with such startling success 
that it decided to extend the new 
plan to the advertising department. 
In other words, advertisers who help 
Needlecraft simplify its selling job 
are rewarded with an extra discount. 


342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of ty- 
ing their advertising up with the lo 
cal dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


CONSISTENCY, THOU ART A NUISANCE 


. Until you have tasted one of these super-excellent cigar. 


ettes you have never really enjoyed tobacco in its best form. . 


—Mummery. 


Voice of the Advertiser 


Testimonial by 
. S. Supreme Court 

To the Editor: Perhaps the de- 
cision of the United States Supreme 
Court upholding the Utah anti- 
tobacco and anti-cigarette billboard 
and car card legislation should be 
considered a “paid testimonial,” as it 
cost some cigarette and tobacco ad- 
vertising. 

But who could buy a finer endorse- 
ment than that given: 

“Advertisements of this sort are 
constantly before the eyes of observ- 
ers on the streets and in street cars 
to be seen without the exercise of 
choice or volition on their part. 

“Other forms of advertising are or- 
dinarily seen as a matter of choice 
on the part of the observer. Young 
people, as well as adults, have the 
billboard thrust upon them by all the 
arts and devices skill can produce.—” 


K. O. Sus, 
Donaldson Lithographing Co., 
Newport, Ky. 
vvweegy 


Bad Grammar Often 
Good Advertising? 


To the Editor: May I ask Lexi- 
cophilist Prentke what possible jus- 
tification there ever can be, in any 
“English”-speaking country, for the 
use of correct English? 

“Almost never” is wrong, of course. 
Therefore it is good advertising. Its 
mere incorrectness is proof that it 
will sound natural to the ear of the 
public. 

“Seldom” and “seldom ever’ are 
too weak—an admission of too-fre- 
quent lapses into coryza. “Almost 
never” is 30 per cent stronger, right 
or wrong. 

The real question is that of pussy- 
footing to “Truth in Advertising.” 
The only proper expression is: “I 
never have a cold.” At least we 
know that to be a lie. But hasn’t this 
type of overstatement been a public 
failing since the Captain of H. M. S. 
Pinafore made his damaging admis- 
sion under cross-examination? 

Let us grade our adverbs (not ad- 
jectives, Mr. Prentke) in order of their 
“strength”: 40% Seldom; 45% Rarely; 
50% Seldom ever; 70% Hardly ever; 


80% Almost never; 99.44% Never; 
120% Never never. (Incidentally, 
“ever” is rather redundant with any 
adverbial modifier other than 
“hardly.”’) 

I revise copy for a pussyfooter who 
floods his copy ideas with “prac- 
tically no,” “practically eliminates,” 
etc., so I have other than English 
grammar on my mind. 

W. BEARDSLEY WILKINSON, Jr., 

Advertising, New York. 


vvwy 
Encourage “Trading Up” 

To the Editor: The Retail Group 
of our Association, that is, mills sell- 
ing direct to the retail merchant, are 
sending out a series of six letters to 
the leading dealers in the country. | 

The purpose of these letters is to 
tell the dealer of the necessity for 
giving more care to the quality of the 
merchandise which he handles and to 
think more constructively if he is to 
avoid the price quagmire toward 
which a great many seem to be 
headed. 

Each letter will go to 30,000 deal- 
ers. 

I know that your publication has 
given a great deal of thought to the 
necessity of trading up and the dis- 
tribution of quality merchandise by 
the dealer. One of their leading asso- 
ciations, viz., the National Retail Dry 
Goods Association, has spent con- 
siderable time and effort along these 
same lines with its members. 

Roy A. CHENEY, 
Secty., Associated Knit Underwear 
Mfrs. of America, Utica, N. Y. 


> | & 
Southern Newspaper 


Finds Radio Profitable 


To the Editor: Many newspapers 
have eliminated radio programs 
from their news columns. The Char- 
lotte News has continued to print a 
daily program of the local and two 
or three other stations. 

J. B. Blackmon, of our advertising 
department, worked out a _ layout 
with squares of 140 lines surround- 
ing the radio department for a Sun- 
day feature and has found no diffi- 
culty in filling the page. 

I. W. WittiaMs, 

Adv. Mer., Charlotte (N.C.) News. 
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March 5, 1932 


ADVERTISING AGE 


ie General i 


to ¢ give ve it that advantage,” 
Says W. J, DAILY, Y, Sales Promotion Manager 


ree a 


ae stop 


. . - Continues Mr. Daily: ““We had believed for some time that an impor- 
tant part of our selling job was to sell the men of the family. But when the 
investigators of Dr. Gallup of Northwestern University—calling on 15,000 
homes all over the country—found by actual count that men were as inter- 
ested in electrical refrigerator advertising as women.... vee 

“When Dr. Gallup found that 15% to 85% more men paid attention to 
the average advertising page in Liberty than in other magazines checked... . 

“And 33% to 154% more women paid attention in Liberty... . 

“Then we felt that General Electric refrigerator advertising should have 


this advantage without delay. 


“On March grd, the first General Electric refrigerator advertisement in 
Liberty for 1932 will appear. It will be followed by nine pages and a back 


cover in full color. 


“Liberty’s tremendous circulation—with the added advantage of the 
extra intense reading it gets—should be one of the most powerful forces 
ever thrown behind General Electric refrigerator sales.” 


* * 


Everybody always knew that Liberty was read 
with unusual interest. 

The fact that Liberty, of all major weeklies, had 
never had to spend money on subscription effort, proved 
that. More men and women stop and ask for Liberty, 
week after week, 52 times a year, than any other mag- 
azine published. That’s reader interest! 

Now comes new information showing what that 
reader interest means to advertisers. 

Last July and August, Dr. George Gallup, Professor 
of Journalism and Advertising at Northwestern Univer- 
sity, took his investigators around to 15,000 homes. 

For 6 weeks they rang doorbells to find readers of 
current issues of the 4. big weeklies. Wherever they found 
these readers they took them through their magazines, 


* 


page by page, checking every editorial and advertising 


item that had been seen or read. 
6 cities were visited. 6 consecutive issues were 
checked. The results—largely the same in each city and 


Liberty 


Yuaas nom Now you'll for all its simple, current-saving mechanism is 
date the end of your hermetically sealed-in-seel in the Monitor 
‘Geese iam Abiieasn pherter ry 


the day your General Electric is installed. Have the sliding shelves; the open, all-porcelain super- 
enjoyment of General Electric convenience now. freezer; interions, 

Each month's delay means dollars wasted. YourG-B complete guarantee against any service expense for 
will actually pey its own way into your home. Iran = three years. A small down peyment will puts 
save from 20% to 30% of your monthly food bills. General Electric io your kitchen tomorrow. 


GENERAL @ ELECTRIC 


ALL-STEEL REFRIGERATOR : 
DOMSSTIC © APARTMENT MOUSE AND COMMERCIAL REFRIGERATORS + “BLBCTRIC WaTsR COOLERS | 


date the G-B Circ, A sputal pregrem fre wwumen every day ot wen (smecpe Setendayh. On Swadey ot 
3:30 PM @ preavem for the whale family, (Bamera Sonderd Tint. MBC mat m mast satel, J 


* * 


for each issue—showed that the average editorial feature 
in Liberty was read by: 
17% more persons than in Weekly A 
6% more persons than in Weekly B 
41% more persons than in Weekly C 


And the average advertising page in Liberty was 
found to have stopped: 


48% more persons than in Weekly A 
23% more persons than in Weekly B 
112% more persons than in Weekly C 


Note how the editorial and advertising interest 
parallel! 

But the margin of advertising interest in Liberty was 
even greater than the margin of editorial interest. That’s 
because every advertisement in Liberty is next to a com- 
plete editorial story—not buried in the back of the mag- 
azine next to some obscure editorial runover! 

Thus, advertisements in Liberty get the benefit of 
23% to 112% more total 
coverage. ... 

15% to 85% more cov- 
erage from men... 


33% to 154% more 
coverage from women. 


. America’s zest reap Weekly 


This is the first of 10 General Electric Refrigerator 


pages to appear in Liberty in 1932 


Quick perception of this advantage by Gen- 
eral Electric has been followed by similar recognition 
of Liberty from other new advertisers including: 


BristoL-Myers Co., Ingram’s Milkweed Cream 
Ca.irorniA Packinc Corp., Del Monte Food Products 
Frep G. Ciark Co., Hyvis Motor Oil 
CoLGATE-PALMOLIVE-PEET Co., Colgate Shaving Cream 
Durium Propucts Corp., Hit-of-the- Week Records 
GeEnERAL Exectric Co., Hotpoint Electric Range 
GENERAL Exectric Co., Hotpoint Table Appliances 
GENERAL Foops Corp., Maxwell House Coffee 
GENERAL Foops Corp., Post’s Bran Flakes 
GENERAL Foops Corp., Postum 

H. J. Heinz Co., Spaghetti 

Jounson & Jonnson, Modess 

KROEHLER Mere. Co., Furniture 

Lavoris CHEMICAL Co. 

LeHN & Fink, Hind’s Greasvess Texture Cream 
Leun & Fink, Lysol 

MayBELLINE Co. 

Morton SALT Co. 

PuHoeEnrx Mutua Lire InsurANcE Co, 

Roya TyPEwRITER Co. 

Spoot Cortron Co. 

U.S. Tosacco Co., Dill’s Best Tobacco 

Vick Cuemicat Co., Vick’s Vapo-Rub 


Dealers and advertisers who are interested in these new 
facts on reader interest in the weekly field are invited to 
write for a copy of the original Gallup Report. It will be 
sent without obligation. Merely address Liberty, 420 
Lexington Avenue, New York City, N. Y. 
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ADVERTISING AGE 


March 5, 1932 


American Cigar 
Gets Huge Income 


New York, March 4.—In re- 


turn for its manufacturing 
facilities, brands, trade-marks 
and good-will, the American 


Cigar Company will receive 
$1,800,000 a year for 99 years, 
if stockholders ratify the sale 
to the American Tobacco Com- 
pany at a meeting March 15. 


George Washington Hill re- 
tires as president of the Ameri- 
can Cigar Company, being suc- 
ceeded by Albert H. Gregg. 


Would Shift 
Blame for Copy 
Infringement 


Washington, D. C., March 4.—New 
copyright laws should relieve the 
magazine publishers from liability 
for infringement of copyrights on 
advertising copy, W. B. Warner, 
president of the McCall Company, 
New York, told the House Committee 
on Patents, March 1. Mr. Warner rep- 
resented the National Publishers’ As- 
sociation. 

Mr. Warner said that under the 
present copyright law, the magazine 
publisher is responsible for advertis- 
ing copy, even though without any 
practical control of it or effective 
check on it. 

“The advertisers,” he said, “are in 
nearly all cases responsible business 
enterprises and I feel very strongly 
that a modern copyright law should 
recognize practical business facts and 
should provide that one feeling his 
copyright property has been in- 
fringed by advertising matter should 
sue the advertiser or advertising 
agency or both and not the maga- 
zine.” 


“American Artisan” to 


Engineering Publications 

Engineering Publications, Inc., 
Chicago, has bought American 
Artisan, a bi-weekly devoted to warm 
air heating and sheet metal work. 
It will be continued as a unit of 
Engineering Publications, Inc. 

John S. Grier has joined the com- 
pany as representative of Heating. 
Piping and Air Conditioning and 
Domestic Air Conditioning. He was 
formerly with Maintenance Engi- 
neering. 


Coast Club Hears 


Agency Executives 
The first of a series of talks by 
agency executives was started March 
2 when K. C. Ingram, manager of 
the San Francisco branch of Lord 
& Thomas and Logan, addressed the 
San Francisco Advertising Club. 
Others on the schedule are C. F. 
Ohliger, Carl Eastman, K. C. Ham- 
man, Emil Brisacher, Winthrop 
Martin, and Charles Parks. 


Piston Ring Buys 
Accuralite Company 

The Piston Ring Co., Muskegon, 
Mich., has bought the Accuralite Co., 
of Muskegon, and will market all 
products through one sales organiza- 
tion. 

The Accuralite Company was or- 
ganized in 1925, taking over the 
piston division of the Muskegon 
Motor Specialties Co. 


Pine Manufacturers 
Consider Campaign 


Western Pine Assn., Portland, 
Oreg., is polling members on a 
$100,000 advertising campaign, to be 
financed by an advance of 5 cents 
per 1,000 feet in dues. 

Maj. David T. Mason, of Portland, 
is general manager of the organiza- 
tion, formed last year by a merger. 


Change Group Rate 


With the discontinuance of True 
Experiences, Romance Group, New 
York, will adopt a line rate of $2.35 
with the May issues. 


Wadman Rejoins Papers 
Rex W. Wadman rejoined Motor- 

ship and Diesel Power, New York, 

March 1 as business manager. 


‘TWO FLAVORS’ 
OF MAYONNAISE 
BEST STRATEGY 


Retains Trade-Mark Acquired 
by Purchase 


Chicago, March 4.—Following the 
recent acquisition of Hellmann’s 
mayonnaise, Best Foods, Inc., New 
York, will use the same campaign 
to sell its new product and Best 
Foods mayonnaise, preserving the 
brand names and original character- 
istics of each. 


An embarrassing situation has 
been gracefully avoided by advertis- 
ing the two brands as “two flavors.” 


The two-flavor story will be told 
in radio advertising and newspaper 
copy in markets where popularity of 
the two brands is equally divided. 
Where one brand dominates, its 
newspaper advertising will tell a 
slenderizing story. 

Advertising plans were announced 
at a sales conference attended by Jay 
Gould, general manager; Albert 
Brown, the new advertising man- 
ager, and W. B. Benton, of Benton 
& Bowles, New York agency. 


Big Radio Campaign 


Best Foods mayonnaise will be 
supported by the biggest radio offer- 
ing behind a single food item, begin- 
ning March 7 over the N. B. C. blue 
network of 36 stations. The 15- 
minute program of Billy Jones and 
Ernie Hare, singing comedians, will 
be heard five times a week at 7:45 
E. S. T. The team is required to 
attend sales meetings to get the 
“feel” of their new product. 

Mr. Benton said only 10 or 12 
national programs are clean cut suc- 
cesses, while perhaps 20 others pay 
out. 

“To make a success of radio,” he 
continued, “there must be a program 
of proven power to attract an audi- 
ence, it must be put on from three 
to five times a week during the best 
listening hours, and there must be 
quality and numerical coverage. 

“The biggest single reason for 
radio failures is that advertisers try 
to build their own audiences with 
new attractions, instead of buying 
the audiences created by stars of 
known pulling power. They get a 
big wallop out of adventures as im- 
presarios, but the journey over un- 
familiar ground is pretty certain to 
be expensive. 

“If there isn’t enough money to 
do the job right, radio should be left 
alone. Even Amos ’n’ Andy would 
be a failure if they were on only 
once or twice a week.” 

In the sample broadcast of the 
Best Foods program, the entertainers 
interrupted the announcer to deliver 
the continuity themselves, interject- 
ing the selling points of the products 
into the program. 


Pay for Ideas 


The company will pay its distrib- 
utors for suggestions used in the pro- 
grams, the check to be accompanied 
by an engraved and sealed certificate 
of award, signed by the entertainers 
and bearing their likenesses. When 
wholesalers run out of ideas, the 
offer will be extended to the entire 
trade. 

Radio will announce a contest for 
the best one-word description of the 
two flavors, for which 500 prizes, the 
first $500 in cash, will be offered. 

The contest will also be featured 
in newspaper advertising in markets 
where both brands have equal popu- 
larity. Copy will be illustrated with 
chefs, married folk, bridge club 
members and others in hot argu- 
ments over the merits of their 
choices. 

Where one brand has the edge, the 
newspaper advertising will quote 
movie stars to prove the value of 
two salads a day, dressed with Best 
Foods or Hellmann’s, as figure condi- 
tioners. The word “fat” dominates 
the layouts, and the merits of the 


Albert Brown, advertising manager 
for Best Foods, Inc. 


diet plan and product are presented 
in dialogue between star ‘and re- 
porter. 

Advertising slogans, suggested by 
distributors, include, “When better 
foods are made, Best Foods will still 
be best,” and, “If it is Best Foods, 
it is perfect.” 

A radio around-the-world cooking 
school, conducted by Ida _ Bailey 
Allen, will be used three mornings 
a week for Nucoa, the Best Foods 
margarine. It is believed foreign 
cookery will appeal to those of for- 
eign extraction and others in search 
of novelties. 


Cigar Makers 
Woo Women with 
Special Sizes 


Tampa, Fla., March 4.—A demon- 
stration campaign will be employed 
by the Tampa Cigar Manufacturers 
to popularize the smoking of cigars 
by women, Secretary Francis M. 
Sack announced. 

Smart restaurants will be the 
scene of the promotion. Mr. Sack 
has arranged with four comely young 
women to visit restaurants in pairs, 
have lunch and nonchalantly light 
up cigars. 

A dozen members of the associa- 
tion are experimenting with special 
cigars for the fair sex. A four and 
a quarter inch cigar, patterned after 
the cigarette in slenderness, is re- 
garded as the model most likely to 
appeal to women. It will be featured 
in the demonstrations. 

It is asserted that many women 
already smoke mild cigars, but are 
indulging in private. The cigar as- 
sociation hopes to break down exist- 
ing prejudice to the point where 
women will do their cigar smoking 
in the open, thus paving the way for 
recruits. 


Geyer Is Agency for 
New Refrigerator 


The Geyer Company, Dayton, O., 
is planning a newspaper campaign 
for the Faraday Refrigerator Corp., 
Dayton, subsidiary of General Motors 
Corporation. The solid absorption 
principle is utilized. 

Trade papers of the gas industry. 
through which distribution will be 
handled, also will be used. R. F. 
Callaway is vice-president in charge 
of sales. 


Montgomery Is Author 


Richard G. Montgomery, advertis- 
ing manager of the J. K. Gill Co., 
Portland, Ore., has turned author 
with “Pechuck: Lorne Knight’s 
Adventures in the Arctic.” 


Kaus with Pedlar 


Francis J. Kaus, former vice-presi- 
dent in charge of the New York 
office of Critchfield & Co., has become 
vice-president and a director of the 
Louis C. Pedlar Corp., New York. 


Sunkist Copy 
Revised to Get 


Quick Action 


Los Angeles, Cal., 
Faced with an _ over-supply 
ers’ 
changes in its advertising policy, W. 
B. Geissinger, advertising manager, 
announced. 


Magazine copy will be revised for 
more direct selling and less educa- 
The black and 
white Vitamin C pages in the Sat- 


tional advertising. 


urday Evening Post will be cancelled 
in favor of four two-color pages on 
oranges. A special “bargain appeal” 


also will be used in the regular se- 


ries of back covers in the Post. 


The four-color pages in The Amer- 
ican Weekly will stress the superior- 


ity of Sunkist oranges and tell a 
health story in a special panel. This 
copy, tieing in with the “Plentiful 


Supply—Reasonable Price” message, 


will be accompanied by 
dealer service work. 


intensive 


Outdoor advertising will run two 


months longer 
planned. 


than originally 


Chicago Paper Gets 


“National Lumberman” 


American Lumberman, Chicago, 
has taken over National Lumberman, 
New York, published by the United 
Business Publishers, Inc. National 
Lumberman was originally known as 
St. Louis Lumberman, then as Lum- 
ber and later as Lumber Manufac- 
turer and Dealer. 

National Lumberman is_ being 
merged with American Lumberman 
without change of name of the 
latter. 


Smith Wins Prize 
for Best Small Copy 


Robert E. Smith, of American 
Type Founders Co., Jersey City, 
N. J., won the $100 first prize offered 
by the New York Times in a typo 
graphical contest featuring  one- 
column newspaper advertisements. 

Judges were H. K. Nixon, Colum- 
bia University; Harry L. Gage, B. 
Altman & Co., and Ben Dagin, of 
the Times. 


Gordon Starts Agency 


Lewis F. Gordon has resigned as 
manager of Southern Power Journal, 
Atlanta, and will operate an adver- 
tising agency under his own name in 
Atlanta. He was formerly an execu- 
tive of the McGraw-Hill Publishing 
Co., New York. 


Andrews With “Steam 


Plant Engineering” 


George E. Andrews has been ap- 
pointed Midwest representative of 
Steam Plant Engineering, New York, 
effective March 7. 

He was formerly Western repre- 
sentative of Power. 


Rapid Electrotype 
Buys New York Plant 


The Rapid Electrotype Co., Cin- 
cinnati, has bought the Atlantic 
Electrotype & Stereotype Co., New 
York. 

W. H. Kaufman is president and 
R. T. Allen general manager. 


League to Frolic 


The annual dinner dance of the 
League of Advertising Women of 
New York will be held at the 
Waldorf-Astoria March 15. Ruby E. 
Wylde is chairman of the dinner 
committee. 


Eight More for Koppe 


S. S. Koppe & Co., New York, have 
been appointed representatives in the 
United States and England for the 
eight magazines published by Ahlen 
& Akerlunds Forlag, Stockholm. 


Wage Cut for Printers 


Typographical Union No. 16, Chi- 
cago, has voted to open negotiations 
with the Franklin Association for a 
voluntary reduction in the weekly 
basic wage scale of $57. 


Society Brand on Air 


Society Brand Clothes will start a 
15-minute weekly broadcast over the 
Columbia Broadcasting System 
March 8. Norman Brokenshire will 
be featured. 


Mareh 4.— 
of 
oranges, the California Fruit Grow- 
Exchange has made important 


“THINK YOUNG” 
FORD FORMULA 
FOR SUCCESS 


(Picture on back page) 


St. Louis, Mo., March 4.—The 
greatest automotive genius in Amer- 
ica attains much of his success by 
studying the 17-year old mind, Ot- 
tis Lucas, advertising manager of 
the Studebaker Corporation of Amer- 
ica, told the Advertising Club of St. 
Louis last week. 

“I greatly admire Henry Ford,” 
said Mr. Lucas. “I once said of him, 
‘He is the shortest distance between 
two points.’ He remarked to me in 
a conversation, ‘When you get over 
17 years old I cannot follow you.’ 
He meant he would not follow! He 
is an admirer of the simplicity and 
direct thinking of the youthful 
mind.” 

Mr. Lucas was the guest speaker 
at a meeting featured by an Exhibit 
of St. Louis Produced Advertising. 

Mr. Lucas described some of the 
activities back of the Studebaker 
national advertising. “The Wheel,” a 
monthly house paper, goes to 1,200,- 
000 prospects. A catalog in roto- 


gravure is another promotion fea- 
ture. 
Mr. Lucas believes hoarding is 


about over. 

“We sold 11 Studebakers in South 
Bend one day recently,” he said sig- 
nificantly. “Five of them were paid 
for not merely with cash but with 
gold. 

“We need to develop a new type 
of advertising and a new type of 
salesmen who will sell the idea that 
spending is a badge of honor.” 


Says Prospect 
Lists Should 
Be Held Down 


Chicago, March 1.— Advertisers 
and publishers can save a substan- 
tial percentage of their promotion 
costs by reduction of their prospect 
lists, Robert E. Clark, subscription 
agency head, told the Chicago Busi- 
ness Papers Association at the City 
Club yesterday. 

Mr. Clark said cutting a list is not 
an easy task, but by proper analysis 
and classification, it is possible to 
weed out the deadwood and get sub- 
stantially the same results at greatly 
reduced expense. 

“For example,” he said, “one pub- 
lisher who formerly had a prospect 
list of 37,000 names cut it to 16,000 
without reducing results. The sav- 
ing per mailing was more than $800, 
or $5,000 in one year.” 

V. E. Angerman, Popular Home- 
craft, said lists are going bad very 
rapidly at present, on account of the 
great turn-over in business, and all 
prospect cards should be dated and 
discarded after a reasonable period. 


Sefrit Is Elected 


Charles L. Sefrit, Bellingham 
(Wash.) Herald, was elected presi- 
dent of the Pacific Northwest News- 
paper Advertising Association at 
Portland, Oreg. 


Wade, Barthe New Agency 

William Wade and George F. 
Barthe have formed Wade, Barthe 
& Co., at 410 N. State St., Syracuse, 
a 


Leaves Manhattan 


Ned Smeaton has resigned as 
executive director of Manhattan 
Broadcasting System, New York, 


radio representatives. 


Agency for Feed 
Park & Pollard Co., Boston, dry 
mash, poultry feed and dairy rations, 
has appointed Badger & Browning, 
Boston agency. 


Feldman Leaves Hub 


Samson Feldman has resigned as 
advertising manager of the Hub, 
Baltimore store. 
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Let Us Be Extremely Frank About This ! 


The OPEN ROAD for BOYS Magazine is not lowering its adver- 


tising rate—because it is not forced to lower its circulation guarantee. 


In fact, the circulation of the OPEN ROAD for BOYS Magazine 


will show this year a substantial increase—although there will be no 


corresponding rate increase. 


The OPEN ROAD for BOYS Magazine long has been the fastest 
growing in the field. It has the largest newsstand sale of any boys’ 


magazine. It grows not by struggling effort, not by a preponderance 
of short term circulation—but grows naturally on sheer merit—because 
it is the magazine modern-minded American boys prefer. Further, 
we welcome and indeed urge the most searching scrutiny of our circu- 


lation quality. Investigate! 


You get now, as always, what you pay for. A ship's true strength 
or weakness comes to light when seas are rough. The OPEN ROAD 
for BOYS Magazine is extremely strong circulation-wise—and growing. 
It was the only magazine in its field to show higher advertising revenue 


in 1931—one of only nine among all listed publications. 


Progress is made by going forward. The OPEN ROAD for BOYS 
Magazine forges straight ahead — good times or bad. It is the 


outstanding “buy” in the boy field—best because it guarantees to 


be best. 


Pay ts ace: iat sips : a z ‘a ieee : ‘ a ae Pe a fe : sei “ ‘ re Ze : : eas a ; fe : Ses 
Be 7 ee a TRO acy Se AS 5 < aa Se Eye fact yee ; Soe de ee aah: b os eee eer ae ; Se ake gin Bares fr 
= Ese aA peels ae 2 BN : F PR Rs 5 aaa su ass Pee wy staal 
Z r 4“ : i . . rare ¥ 7 he oe ae "a 7. 4 - 4a ay, i ie 
. t ° } et: “a . 
— ITT eee eden UU nme mmneemeereinnnenemeeennenniimmemmenienmemnenienmnemettieemmmneamemmentnedeenertenemenmetenentimennemnensnanetneneinenenmemmmennnesmeementamncsremnemmnrreesmmetetetcaeeniemeenmneennemaediemmneiieniettanetenmessmeenmmeemennstennmmenatannmestennet oueentenennentetaeaiesmeniadieestoienaeteademmamenteinmntisemnineleatenimetienmiemeenmemiamemememmanttt ie Ce eee 
= pa 8 ei aie 
ST 
: > 
{ 
° , i 
psy 
5 | | 
, 
ee ' 
he s 
2 Bee 
‘ - 
Dy i 
)t- i 
of : ( 
Ds : 
5t. i 
° Y ee 
m, fa ange 
=e See oe A 
on ap a gue 
oar 
er at 
ote Mien 
a.” Aer is 
Te moe 
ad ee 
ul be 
ile Cee 
er | van : 
vit eae 
B. ae 
ahaa oo 
he aig 
er el 
a sd s eae 
0- Lesa a 
eee ots 
a- ; Ree? 
ae 
is : 
th f ; 
A Ac 
ig- ' : 
id : 
th 
} . 
pe he oe tae 
desi ae Smee 
of or pote 
at } a Danae 
i R a 
' Mg Eo 
SO ek ea 
{ aes 
n i a ce eee 
vee 
\n- ie ied 
on oe 
ct | ~ 
on | - 
| yl =a 
si- , ett ¥ 
ity vem 
eee 
ot 
sis 
to } 
ib- | 
tly 
| 
ib- sae 
act ee 
100 
iv- 
00, F 
1e- | ee 
ry | 
, 
he ' é 
} : 
all ; 
nd é 
Tiebe 
od. ‘, 
Me 
ar 
um oe 
‘si- =a 
VS: ae 
at Soe 
5 ie 
: 
che : 
se, 
as | 
an | 
rk, | . 
lry 
ns, t 
ng, 
as 
ub, 
Chis | 9 ds aE ah i CR oo Te a. 21 eee ae Rea ao en ol aN Pa ee ee “Mca Bice! eee 
iin, Sas iat SEONG, Scie GR Geet Sy A Ae Re IO NT VS eR eae ea — "oy a eben». A aa oe ORE ee ge en ee Ey Hi ye, ena an ee RR pe A ee 
Oi aia ke mee ae ae AION Mak ef Rg ana as Tee eS eso opine 4 Se : ieee eich A Pg te A, Rg Ge tl gala, tv SS oT Rt ge NUR og ol ae ames Pee) nL Ne ea car a 
et Soils Bea Pe ot ar ied aera pete a 2. aarti ean sn 3 aie SEER ee ok a nS ee Pa Die lea eran pda ee ate Sie ayes tea kaas Seine, eels a emai eae Peawrton) 16 RE ae 
2 aa ae fk ee OP ec eee aint eet AS ae SS Pen, Se eee a ST BP ey Oe ER Se Ey ye se I RR ae F eich int ae eet Re em Te, Cate NY Ope eA Een Legh. Fro Sia! Le re RR ety Oy Oa ee , Lah deter Sahl = 
ee ee ee ee ae ee Sg 0 Oar ie ESET Rees eee Tr eS ee mile A SO 
fe Soca see Sel Siete ey ee ah ig ee gel gia = mans tna de da + ediaak Me ee: Pee cee Barc | Eye omni de ae ieee eer ae, 
oe Me Nee ae 7 tienes Seni ts gel ieee tN Sigh cs See er nS a reer Eh ek ee fp ee oes ON pee a ems es he eg a bese co tesa he ey: Hise) Pa 
he Bich eee ee Wye eee us Me i Aa gir IF. hn MRR See ay ee the sees ON we MRE mee Oy ggOE PL nae TO ah ee, ae AE Ia fenie ga i. ye i ne ee eR pe Se OG Te rae eo I aS Ne Be cRige g  ee surah ar at ane ae ae a ear oe eet ee Se 
oe Be 5 Nae Ra lp aga Oye, Penryn ieee ate aan ON ro A iia etc Wiaaty 3a a gi ap gee EA CC Vt viert lg 28) cna EC 5, ema ame ate Ree Grit PNR atene Sweetie SS I Tae mi ey ase 0S OO et Sh Dee Ose ad 


} ~ 


ADVERTISING AGE 


March 5, 1932 


U.S. AGENCIES 
ARE BEST FOR 
U.S. EXPORTERS 


Potter Opposes Control by 
Distributors 


Chicago, March 4.—Making a 
strong plea for the employment of 
American advertising agencies 
abroad by American exporters, Z. L. 
Potter, vice-president of Erwin, 
Wasey & Co., said the greatest mis- 
take made by American manufac- 
turers is to put advertising expendi- 
tures entirely in the hands of dis- 
tributors. - 


Mr. Potter has just been appointed 
manager of the Chicago branch of 
Erwin, Wasey & Co., after a year 
in the 12 different countries in 
which that agency maintains offices. 

“It is, I suppose, a perfectly nat- 
ural mistake,” commented Mr. Pot- 
ter. “Europe is a long way off. One 
cannot possibly manage advertising 
intelligently from America. The dis- 
tributor asks for the power. If he 
doesn’t have it and is criticized for 
lack of sales, he often blames the 
advertising. 

“Moreover, he says it’s foolish to 
pay 15 per cent for agency service 
when he can get it for 10 per cent— 
perhaps even 5 per cent. When the 
manufacturer finally gives in before 
these arguments, he never hears any 
more complaints about advertising, 
so assumes everything is running 
smoothly.” 

The truth is far from this assump- 
tion in many cases, Mr. Potter 
pointed out, many exporters follow- 
ing this policy getting a very poor 
lollar’s worth of advertising results. 
“There are many reasons for this. 


4 Absence of Standards 


“The most important is that the 
sadvertising business itself is not es- 
tablished upon a sound basis over 
there,” he said. “In many countries 
there are no basic rates for publica- 
tion advertising. There may be pub- 
lished rates, but there are also secret 
rebates and allowances. 

“In some countries, large advertis- 
ing agencies, not always noted for 
service, have bought up all the space 
in leading newspapers and are in a 
position to charge what they like to 
advertisers and other agencies. 

“Finally, in many countries, there 
are so-called agencies that will place 
business at rates varying from 10 
to 5 and even 2 per cent. But when 
there are no basic publication rates, 
these percentages don’t always mean 
what they seem to.” 

In many cases, an American 
agency, with its 15 per cent, can 
handle the business more cheaply 
than competitors, Mr. Potter point- 
ed out. A large European company, 
which placed its account with an 
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American agency because it wanted 
better service, found this to be true. 

This advertiser had been paying 
only 10 per cent commission, and 
agreed to the American scale only 
after considerable hesitation. Its 
executives were surprised, when the 
new bills came in, to find they had 
been paying much higher rates and 
the 15 per cent on actual net saved 
them money. 


20 Per Cent Needed 


“As a matter of fact, to do a real 
job in Europe, an agency should in 
most countries get 20, instead of 15 
per cent,” Mr. Potter continued. “A 
$200,000 account over there is really 
eight $25,000 accounts, the appropri- 
ation being split between many dif- 
ferent countries, requiring not 
merely translation of advertising 
into different languages, but often 
complete rebuilding to meet local 
needs.” 

With Europe shutting down on 
American exports, Mr. Potter  be- 
lieves more and more American 
manufacturers will establish Euro- 
pean branches. 

“England, particularly, is getting 
many new factories of American 
origin,” he said, “since England is 
the most important country off the 
gold standard, and branches there 
can often sell British colonies as 
well as Europe, advantageously.” 

Mr. Potter pointed out that in 
countries which have abandoned the 
gold standard, American goods have 
automatically advanced 25 to 30 per 
cent in price. 


Stein Earns $527,000 
Earnings of A. Stein & Co., Chi- 
cago, garters and other products, 


were $527,523 in 1931. 
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is the spot 


where you get a new angle 
on Advertising Outdoors 


Don't let general conditions throughout 
the country befog your vision when seek- 
ing “bright spots" on the business hori- 
Your attention is directed to Mil- 


zon. 
waukee . . . FIRST in all America for di- 
versified industries... and now FIRST 


for consumer acceptance of good adver- 
tising. Milwaukee is still in a seller's mar- 
ket. Take advantage of the situation! 


Wisconsin 


77.3 Per Cent 
Vote Against 
Prohibition 


New York, March 4.—The drys 
again gain an increase over the wets 
from 19.28 per cent to 22.61 per 
cent of the total vote, in the third 
week’s returns of The _ Literary 
Digest’s nation-wide Prohibition Poll, 
with 1,323,284 ballots tabulated, as 
announced in tomorrow’s issue of the 
magazine. 

The drys polled 15.85 per cent in 
the first returns of this “straw” ref- 
erendum. 

The addition of 500,000 more votes 
from 24 States in the current tally 
shows 299,207 ballots, 22.61 per cent, 
for continuance of the Eighteenth 
Amendment and 1,024,077, or 177.39 
per cent, for repeal. 

The seven additional States report- 
ing initial returns this week imclude: 
Arkansas, Iowa, Kansas, Massa- 
chusetts, Mississippi, South Carolina 
and Tennessee. ; 

Kansas is the first State to report 
2a dry majority, but Tennessee 
wavers between continuance and re- 
peal with 48.68 per cent of its first 
tabulated ballots for Prohibition. 

The initial figures from Massachu- 
setts show a wet vote of approxi- 
mately three and one-half to one. 

New York still is the wettest State 
so far reported showing 86.88 per 
cent of the ballots received for re- 


peal. 


Reimers & Whitehill 
Merge With Sherman 


Reimers, Whitehill & Sherman, 
Inc., has been formed by the merger 
of Reimers & Whitehill with the 
George C. Sherman Co. Quarters of 
Reimers & Whitehill at 295 Madison 
Avenue, New York, have been ex- 
panded to occupy two floors. 

George C. Sherman is chairman of 
the board; Carl Reimers, president 
and treasurer; Richard Webster, 
vice-president and secretary; A. E. 
Whitehill and C. J. Masseck vice- 
presidents. Those named and Henry 
J. Wiser are directors. 


Drug Papers Move 


The Topics Publishing Co., New 
York, publishing Drug Topics, Drug 
Trade News and Wholesale Druggist, 
has moved to the McGraw-Hill Build- 
ing. 


Appointed for Lumber 


Saussy and Sewell, New Orleans, 
have been appointed by the Sumter 
Lumber Co., Electric Mills, Miss., for 
Nearwhite lumber. 


Gibbs Sells New Medium 


Lewis W. Gibbs has joined the 
sales staff of the Empire Outdoor Ad- 


vertising Co., Rochester, N. Y. 


Agency Employees 
Sponsor Art Exhibit 


Following awarding of prizes, art 
work by employes of the United 
Advertising Corp., Newark, N. J., has 
been placed on exhibition in the 
company’s building. 

Winners of prizes and honorable 
mentions include Paul Schroeder, 
Daniel Kitay, Harold D. Tannan, 
Arthur Thompson, Robert McGuire, 
Frederick Bubinick, Bernard John- 
son and Richard Molineauz. 


Lavoris Goes Chain 
with “Easy Aces” 


“Easy Aces,” radio bridge act 
which has been running over WGN, 
Chieago, for five months, went on 
the Columbia Broadcasting System 
March 1 sponsored by the Lavoris 
Chemical Co., Minneapolis. 

Two broadcasts will be givem three 
times a week until Eastern listeners 
—_— picked up the threads of the 
plot. 


St. Paul Club Plans 
Imaginary Campaign 


To increase interest in club activ- 
ity and stimulate study of advertis- 
ing by members, the Town Criers, 
advertising club of St. Paul, Minn., 
has launched a “$100,000,000 corpora- 
tion,” Cleopatra Cosmetics. 

Under the direction of L. L. Perrin, 
“president,” club members are laying 
out a “$1,000,000 campaign.” 


Ellison Joins Sylvania 

Paul S. Ellison, who recently re- 
signed as advertising manager of the 
Brunswick Radio Corp., has been ap- 
pointed in that capacity by the Syl- 
vania Division of the Hygrade Syl- 
vania Corp., Emporia, Pa., maker of 
radio tubes. He will be stationed in 
New York. 


Has Detroit Creamery 


Campbell-Ewald Co., Detroit, has 
been given the accounts of the De- 
troit Creamery, Arctic dairy prod- 
ucts, and affiliated companies 
throughout Michigan. Newspapers, 
radio and outdoor advertising will 
be used. 


Kaufmann & Fabry Expand 


Following the enlargement and ad- 
dition of new services to the adver- 
tising art department, Kaufmann & 
Fabry, Chicago photographers, have 
added Raymond M. Ashman and Wil- 
liam D. O’Neil to the sales staff. 


Get Glove Account 


Berlin (Wis.) Glove Company has 
placed its account with the recently 
opened Appleton office of Hurja- 
Johnson-Huwen, Inc., Chicago. Out- 
door papers will be used for the 
Midwest leather hunting coat. 


Norlipp to Mogge 


Norlipp Company, Chicago, auto- 
motive accessories, has placed its ac- 
count with Arthur R. Mogge, Inc., 
Chicago. 


ULLMAN PICKS 
YEAR'S TWELVE 
BEST PACKAGES 


New York, March 4.—Writing in 
Modern Packaging, Martin Ullman 
picked the 12 best packages of the 
year as Bon Ami, Congress Playing 
Cards, Johnson & Johnson Couettes, 
Devoe Paint, Gilbert’s Oral Antisep- 
tic, Johnston’s Tableau, Maillard’s 
La Jeunesse, Nivea Creme, Norwich 
Norol Syllium, Pond’s Tissues, Wood- 
bury’s Soap, and Parker’s Quink. 

Mr. Uliman based his choice on 
beauty and practicality. He studied 
the relative merits of the best 271 
of thousands of packages, and se- 
lected the All-America Twelve on 27 
counts affecting sales value. These 
considerations ranged from general 
design device, or the intrinsic idea, 
to economy in packing, wrapping and 
printing. 

“I do not pose as a divinely con- 
stituted authority on packaging,” he 
explained, “but I believe my All- 
America Twelve will be an incentive 
to manufacturers to study the basic 
factors which make a good package.” 

In his article in Modern Packag- 
ing, he pointed out that the under- 
lying purpose of the package is “to 
interpret the advantages of a prod- 
uct to the public. 

“Shelf appeal in packages is not 
due to any single attribute, but 
rather to a harmonious combination 
of many related features. Effective- 
ness of the package is not due to 
design, material or shape alone, but 
to the proper combination of all 
these elements.” 


G-E Outlets 
To Sell Silex 
Coffee Maker 


Hartford, Conn., March 4—The 
20,000 outlets of General Electric 
Company have been made available 
to the Silex Company, manufacturer 
of the Silex glass coffee maker, 
President Frank E. Wolcott an- 
nounced. 

International Silver Company and 
Benedict Mfg. Company, both mak- 
ers of silverware, have been cata- 
loging the Silex for some time, help- 
ing the company effect a 40 per cent 
gain in volume in 1931. 

Under the new contract, General 
Electric has placed a heavy initial 
order both for sample lines and 
stocks for dealers. Mr. Wolcott be- 
lieves 1932 production will be 50 
per cent ahove that of 1931. 


Hogue Extends Holdings 


John D. Hogue, Jr., publisher of 
the Vincennes (Ind.) Sun-Commer- 
cial, has become publisher of the 
Orange (N. J.) North Jersey Courier. 
Both papers are units of the Eugene 
Pulliam chain. 

William D. Murray has also ac- 
quired an interest in the New Jersey 
Courier, and will be active manager. 


Stebbins, of Erwin, 
Wasey, Joins Client 


Hal C. Stebbins has left the Los 
Angeles office of Erwin, Wasey & Co. 
to become director of sales of Pa- 
cific Knitting Mills. 

Mrs. L. McKee, formerly assistant, 
has been appointed advertising man- 
ager. 


Seamandatiad 
Wins Sales Trophy 


Seaman-Patrick Paper Co., Detroit, 
has been presented with a cup by the 
Linweave Association for the largest 
percentage of sales increase. 

N. W. Ayer & Son are in charge 
of Linweave advertising. 


College Buys Paper 

C. D. Grear, publisher of the Her- 
rin (Ill.) Journal, has sold the West 
Frankfort (ill.) Journal to the Free 
Methodist College of Greenville, IIl., 
which will publish a college paper. 
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WHAT A 


For many months The Digest has 
been planning how best to reflect 
and report the people’s answers to 
the burning questions of 1932. 


Truly a year of drama, a year of 
action! What about prohibition— 
candidates for President—-the elec- 
tion — debt reduction — disarma- 
ment — economic relief? What do 
we want? What will we get? 

The voice of The Digest will tell 
the will of the nation. “Sounding- 
board of American Opinion” is no 
empty title. Our 20,000,000-vote 
poll on prohibition is now in prog- 
ress. A presidential poll will fol- 
low. . . . And as in the past, the 
findings of The Digest on every 
matter of major concern will have 
the earnest attention of the civi- 
lized world. 

Times of tension always increase 
the interest and value of The Digest. 
And The Digest uses every practical 
means to extend its influence—by 
daily news broadcasts, by regular 
notices in newspapers and maga- 
zines, by cards’ in street cars and 


THE 


SOUNDING-+BOARD 


YEAR? 


airplanes, by millions of mailings 
to telephone homes, and through 
its own powerful pages. 

Digest advertisers, every one, 
share the results of this increasing 
energy. And at lower space rates 
than before. In 1932, you buy more 
readers and closer reading, at costs 
reduced a flat 25%! 

Notice that these 1932 rates give 
The Digest a new standing as a mass 
medium, without changing its posi- 
tion as the leading class publica- 
tion. At a price of less than $2 per 
page per thousand—regardless of 
the 1932 drama—The Digest must 
fairly be considered for every ad- 
vertising schedule, on soap and 
coffee as well as on ocean travel, on 
cigars and pencils as well as on fine 
motor cars—on virtually anything. 
- Always a home and family maga- 
zine, The Digest has as many wo- 
men readers as it has men readers. 
Four great mailings to our subscrib- 
ers have given us a poll of readers 


OF 


WHAT A CHANCE?! 


that is as accurate as human infor- 
mation can be. The Digest averages 
3.4 readers per copy and as many 
women as men. 
e . ~ 

Why wait? Every week that slips 
by writes off another lost opportu- 
nity. In high times and hard times, 


The Digest goes to the largest maga- 
zine group of able and active spend- 
ers, to families that are always 
ready to buy—and always able to 
pay. They are waiting now for your 
big news for °32. Send it by special 
messenger! 
Quantity—1,400,000 average guar- 
anteed, “or rebate.” 
Quality—self-selected by active in- 
terest in realities. 
Economy—25% lower now, less 
than $2 per page per thousand. 
For most advertisers, here is the 
first buy in the magazine field. Get 
all the facts—and buy now! 


LITERARY DIGEST 


AMERICAN 


OPINION 
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RAILROAD ADDS 
$300,000 10 ITS 
APPROPRIATION 


St. Louis, Mo., March 4.—Adding |- 


$300,000 to their appropriation, the 
Missouri Pacific Lines have launched 
a three months’ campaign timed to 
take advantage of an expected up- 
swing in business. 

This announcement was made by 
Ray Maxwell, manager of advertis- 
ing, and Vincent A. McGrath, adver- 
tising production manager. 

Twenty-six pieces of copy will run 
in national weeklies, the first being 
headed, “Prosperity Bound,” and 
each succeeding one being devoted 
to one of the cities served by the 
road. 

The copy will recite the industrial 
advantages of these cities. The ad- 
vertising will appear fortnightly in 
The Business Week, Forbes, Judge, 
The Literary Digest, Magazine of 
Wall Street, The New Yorker and 
Time. The New York Journal of 
Commerce, the United States Daily, 
Review of Reviews and a number of 
trade papers are also on the sched- 
ule. 

Newspapers in cities where the 
Missouri Pacific has a large volume 
of prospective business will get from 
12 to 26 insertions of 56-line copy. 
Other papers will be used twice a 
week. Territory east of the Missis- 
sippi River will get the bulk of the 
newspaper appropriation. 

Newspaper copy will feature some 
of the special trains operated over 
famous routes. The Missouri Pacific 
Stages, an auxiliary service, will be 
mentioned in both magazine and 
newspaper copy. 


Appoint H. C. Sieck 


Hollywood (Cal.) Storage Com- 
pany has placed its advertising with 
H. Charles Sieck, Inc., Los Angeles. 


OPENING GUN 


OSPERIT 


silroads of the United States have led the way out of 
and on to do 
when the 
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“A SERVICE INSTITUTION ” 


MISSOURI PACIFIC STAGES 
AUXILIARY TO MISSOURI PACIFIC LINES 


Macfadden Takes Reid 


Archie Reid, formerly of the Na- 
tional Bellas Hess Co., has become 
western production manager of Mac- 
fadden Publications, Inc. He is sta- 
tioned in Chicago. 

He succeeds William B. Warner, 
who has joined the New York office 
of the W. F. Hall Printing Co. 


McSpadden Joins Katz 


Chester F. McSpadden, formerly 
sales promotion manager of the 
Pierce Arrow Sales Corp. and agency 
man, has joined the copy staff of the 
Joseph Katz Co., Baltimore. He is 
in the New York office. 


ALL RIGHT! 


ASK US ANOTHER 


ABOUT THE 


WBZ-WBZA NEW ENGLAND AUDIENCE 


e Ask us what the WBZ-WBZA audience is. We have the 
figures at our finger tips—daily average audience of stations 
WBZ-WBZA, in New England alone, is more than 421,000. 


Ask us where this audience is—ask how you can reach 
every trading area in the fertile New England market with 
Broadcast Advertising. Specific facts prove that only through 
WBZ-WBZA will you reach, with a single group of stations, 
an audience in every trading area in this desirable market. 


Ask what the Westinghouse Yardstick of Audience Value 
means to you as a purchaser of time on the air. We will tell 
you about this proved measuring method developed by West- 
inghouse Radio Stations to determine the Audience Value of 
broadcasting time, that you may know what your Broadcast 
Advertising dollars are buying. 


Coverage may be interesting to know, but it is audience that 
makes broadcasting time pay its way. 


Ask us about the audience of WBZ-WBZA—ask us about the 


KDKA audience. 


We’ll answer you with facts—not adjectives. 


ROADCAST ADVERTISING—A 
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PRIMARY ADVERTISING FORCE 


ESTINGHOUSE RADIO STATIONS 


WBZ-WBZA KDKA KYW-KFKX 

990 Kilocycles 980 Kilocycles 1020 Kilocycles 
Boston, Mass., Hotel Bradford  ——COMMERCIAL OFFICES—— = New York, N.Y., 50 E. 42nd St. 
Pittsburgh, Pa., Hotel William Penn — Chicago, IIl., 1012 Wrigley Bldg. 


Springfield, Mass., Hotel Kimball 


SEARS RELATES 
QUALITY STORY 
IN MAGAZINES 


Don’t Judge Goods by Price 
Tags, Warning 


Chicago, March 3.—To overcome 
the public’s tendency to adduce low 
quality from low prices, Sears, Roe- 
buck & Co. have begun a general 
magazine campaign to support the 
claim that Sears’ prices are lower 
than those of competitive goods of 
the same quality. Copy is prepared 
by Charles Daniel Frey Co., Chicago, 
D. S. Kennedy being account execu- 
tive. 

The campaign is waged solely in 
behalf of the 381 retail stores, no at- 
tempt being made to sell the catalog 
or mail order method. The black 
and white pages are running in 
Good Housekeeping and the Satur- 
day Evening Post at present. 

The advertising is an,important 
factor in promoting a new type of 
Sears store, large enough and so lo- 
cated as to compete with leading 
metropolitan department stores. 


The newest unit in this class 
opened just outside of Chicago’s loop 
today. From the standpoint of mod- 
ern equipment and attractive fix- 
tures, it occupies a place among the 
country’s class A stores. 

Its innovations include a variety 
of personal service features, den- 
tistry, chiropody and pet depart- 
ments, and departmentized sections, 
giving the atmosphere of specialty 
shops. 

The sub-dividing of departments 
by price lines and consumer classi- 
fications is emphasized by contrast- 
ing decorations and fixtures and the 
naming of each section. 


Support Economy Story 


Delivery charges on all but large 
parcels and a minimum of clerks, 


specialty salespeople and demon- 
strators, support Sears’ economy 
claims. 


While all retail store promotion 
tells the story of Sears quality, it is 
believed this assurance can best be 
given in magazines, where custom 
does not necessitate pricing. 

The copy idea is built around 
“triple savings” resulting from deal- 
ing in huge quantities, economy of 
carload shipping through private 
warehouses and elimination of the 
usual overhead by locating stores 
outside high-rent districts and dis- 
pensing with retailing frills. Each 
reason is discussed in a separate 
paragraph. 

The magazine copy also. gives 
Sears’ trade names the prestige of 
national advertising and representa- 
tion in magazines which regularly 
carry copy on competitive merchan- 
dise. It is assumed, particularly in 
the case of high-cost specialties, that 
housewives are likely to shop adver- 
tising pages for several months be- 
fore buying. 

The magazine copy also acquaints 
the public with the exact type of 
merchandise it will find in the twelve 
specialty stores making up a Sears 
unit. 

Feature Sears’ Brands 


Each advertisement takes up one 
group of the related departments, 
illustrating and describing the mer- 
chandise in catalog style, with em- 
phasis on the Sears’ trade name. The 
home laundry advertisement, for ex- 
ample, merchandises the Kenmore 
electric washing machine and ironer 
and Heatmaster iron. 

Blowups, trade name merchandis- 
ing and other means optional with 
local advertising managers are used 
to tie up the magazine copy with re- 
tail store promotion. 

The blowups have the same layout, 
illustrations and headlines as the 
magazine advertisements, but the 
type matter is condensed to make 
for poster readibility. They are ex- 


JOINS LESAN 


Frank H. Fayant, just elected 
chairman of the board of the H. 
E. Lesan Advertising — New 


York. He was a founder of 

Thomas F. Logan, Inc., and a vice- 

president of Lord & Thomas and 
Logan. 


hibited in windows and interiors on 
neon-illuminated easels. 

The company’s current advertising 
reveals the desire to accommodate 
the public in its preference for 
“Sears” alone instead of the longer 
name which has identified the house 
for more than a third of a century. 

The transition is being accom- 
plished by the slogan, “Shop at 
SEARS and Save.” In much smaller 
type is “Sears, Roebuck & Company 
Retail Stores.” 


Extract License from 
Advertising Dentist 


The license of Samuel Theodore 
Jonas, operating as People’s Den- 
tists, Chicago, has been revoked be- 
cause of alleged false advertising. 

Jonas advertised the “University 
of Vienna painless method.”  Testi- 
mony showed the University of 
Vienna’s methods, as well as Jonas’, 
were not different from those in gen- 
eral use. 


Art Directors 
Form Boston Club 


+ The newly organized Art Directors 
Club of Boston has elected John H. 
McCullough, Doremus & Co., presi- 
dent; Harry Harding, Jr., Barta 
Press, vice-president, and Roland 
Newhall, Badger and Browning, sec- 
retary-treasurer. 


Fawcett Adds Arnold 


Hank Arnold, formerly west coast 
representative for Hanff-Metzger, 
Inc., has joined the New York ad- 
vertising staff of Fawcett Publica- 
tions, Inc. 


It’s Window 
of Month with 


Cannon Dealers 


New York, Mar. 4.—A Window-of- 
the-Month contest will be used by 
Cannon Mills Inc., in a sales promo- 
tional plan. Any dealer with Cannon 
window displays may enter the con- 
test and a prize of $100 will be 
awarded each month. 

Judges who will select the winners 
are Frederick A. Williams, vice-presi- 
dent and general manager of Can- 
non Mills, Inec.; Edward R. Dun- 
ning, account executive of N. W. 
Ayer & Son, and Irving C. Eldridge, 
display manager of R. H. Macy & Co. 

Awards will be based on photo- 
graphs, each dealer being limited to 
as many photographs each month as 
he has Cannon windows. The Can- 
non Company offers full co-operation 
in supplying attractive material. 

Credit will be given winning win- 
dows in trade papers and other 
media, and a brochure entitled “Can- 
non Window-of-the-Month” will be 
sent to every department store dis- 
play manager at the end of the year 
with identification and credit to the 
winners. 


“Building Material 
Merchant” Is Sold 


Industrial Publications, Ine., Chi- 
cago, has bought Building Material 
Merchant from the Porter-Langtry 
Corporation and will merge the pa- 
per with Building Supply News with 
the April issue. 

L. B. Hammond, who has been ad- 
vertising manager of Building Ma- 
terial Merchant, becomes advertising 
manager of Building Supply News. 


Plan Sunday “Times” 


Chicago Daily Illustrated Times 
will publish a Sunday issue March 
20 and discontinue Saturday editions 
March 26. 


Battelle’s New Work 


Phil Battelle, Los Angeles adver- 
tising man, has become secretary of 
the Southern California Milk Deal- 
ers’ Assn. 
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MOST CENTRALLY LOCATED 
ON CLARK STREET ~-NEAR 
JACKSON BOULEVARD 
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BIG CAMPAIGN 
PLACED BACK 
OF NEW MARK 


(Continued from Page 1) 


cient service, with the success of 
their entire organization depending 
upon how well each ‘C.T.S.’ Dealer 
serves you. 


Guarantee Performance 


“You will find the sign of ‘Certified 
Tourist Service’ in front of the bet- 
ter class dealers only. Drive in— 
meet this new standard of depend- 
able tourist service. If you have 
any complaint as to service or prod- 
ucts, our main office will promptly 
adjust any grievance. ‘C.T.S.’ mem- 
bers have created a fund guarantee- 
ing the faithful performance of their 
pledge. 

“We invite your suggestions and 
criticisms. They will help us main- 
tain the standard of service to which 
our entire organization is pledged. 
And remember, the next time you 
see the familiar red sign of ‘C.T.S.’, 
drive in. We want to win your con- 
fidence so that wherever you may go 
you will know the ‘C.T.S.’ man is 
your friend.” 

The association will charge mem- 
bers $15 for the first month, and 
$10 per month thereafter. For this, 
they get the benefit of the associa- 
tion’s advertising, insurance and a 
certain number of road maps. Legal 
service will be given for a nominal 
charge. Members may resign on ten 
days’ notice. 

Thirty-two salesmen are now oper- 
ating in ten states and when the or- 
ganization gets under full steam, 
these men will serve as district 
managers, according to present plans. 
They are instructed to solicit only 
dealers of integrity and business 
ability. 

Thomas R. Lloyd, who has spent 
five years with the Vacuum Oil 
Company, is president of the associ- 
ation. Lyle T. Johnston, vice-presi- 
dent of Russell T. Gray, Inc., adver- 
tising agency is vice-president and 
advertising director. The Gray 
agency will place the campaign. 

A. L. Barnes is vice-president in 
charge of dealer organization; T. B. 
Dinkmeier secretary-treasurer, and 
Mr. Mullen director of public rela- 
tions. Mr. Mullen was former execu- 
tive secretary of the Advertising 
Club of St. Louis and more recently 
has been service promotion manager 
for the General Electric Company at 
New York. 


Coast Papers Are 


Under One Ownership 


The Long Beach (Cal.) Press- 
Telegram and Sun have combined 
under one ownership, the Press- 
Telegram being published evenings 
and Sunday and the Sun week-day 
mornings. 

The Pasadena Post and Star News 
have also gone under one ownership, 
the Post & Star News being issued 
week-day mornings, and the Star 
News & Post evenings. . 


Chain Stores Handle 
Half of Perishables 


Chain stores are handling about 
50 per cent of the perishables sold 
East of the Mississippi River, A. B. 
Leeper, general manager, National 
Fruit and Vegetable Exchange, said 
in an address this week. 

Chains not only have become 
direct buyers and distributors, but 
in some cases are producing fruits 
and vegetables, he said. 


Two More for Lowell 


Mortimer Lowell Co., New York, 
has been appointed by Joseph S. 
Barker, Parafum, an insecticide in 
cake form, and General Cosmetic Co., 
Baroness Edine Beauty Institute and 
Parfumes Vouret cosmetics. 


Miss Lynch Changes 


Margaret G. Lynch, with the Metro- 
politan Advertising Co., New York, 
for 29 years and for 20 years its 
treasurer, has joined the Hudson Ad- 
vertising Company as vice-president. 


RETURNS TO RADIO 


Duane Wanamaker, who recently resigned 
as vice-president in charge of advertising, 
Grigsby-Grunow Co., has become director 
of sales promotion for United Air Cleaner 
Corp., Chicago, maker of Sentinel radios. 


Iron Fireman Moves 
Advertising Offices 


Advertising and sales offices of the 
Iron Fireman Mfg. Co., Portland, 
Oreg., have been moved to Cleveland, 
O. C. T. Burg, sales manager, and 
Dale Wylie, advertising manager, 
are in charge. 

The company gained 300 dealers 
in 1931. It also opened several for- 
eign markets and established a 
Canadian subsidiary. 


World Wide Elects 


Officers chosen by the World Wide 
Advertising Corp., New York, at the 
annual election include Emil Mau- 
rice Scholz, president; Robert B. 
McClean, vice-president, and George 
E. Voelxen, secretary and treasurer. 

Louis F. Boitano, Howard S. Zoll 
and Ellis J. Finch, with the officers, 
are directors. 


Retailers Launch 
Cooperative Copy 


Leading retailers of Passaic, N. J., 
have contracted with local news- 
papers for a cooperative campaign 
featuring the city as a shopping cen- 
ter. 

The plan was engineered by the 
Chamber of Commerce. 


Start School Paper 


George J. Hecht has published the 
first issue of School Management at 
114 East 32d St., New York. It will 
be a controlled circulation monthly, 
with distribution to 40,000 public 
and private schools. 


Hutchinson Passes On 


Frederick Lane Hutchinson, sec- 
retary of the American Institute of 
Electric Engineers and formerly ad- 
vertising manager of the National 
Electric Co., Milwaukee, died last 
week at East Orange, N. J., of heart 
disease. 


Curtis Opens Office 


George G. Curtis, representing pub- 
lications of the American Medical 
Association, has opened an office at 
1 No. La Salle St., Chicago. He has 
added American Journal of Nursing, 
New York, and Hospital Topics and 
Buyer, Chicago. 


Will Rent Planes 


Aeronca Flying Clubs have in- 
augurated a fly-it-yourself service in 
Cincinnati, and plan to extend facil- 
ities at once to other large cities. 


Represent “Sentinel” 


Burke, Kuipers, Mahoney & Payne 
have been appointed Chicago and 
New York representatives for the 
Santa Cruz (Cal.) Sentinel. 


Lengthens Vacations 


Rather than reduce forces, the 
Western Electric Co. will give em- 
ployes three weeks’ vacation and pay 
them for two. 


Starts New Paper 


Sales & Advertising, a monthly, has 
been founded at Cleveland by Lew 
Williams, former editor of the Cleve- 
land Advertising Club’s paper. 


1,500,000 Cars 
To Be Produced 
By Ford in ’32 


Detroit, Mich., March 4.—The Ford 
Motor Company expects to produce 
1,500,000 cars this year, it an- 
nounced. Contracts for materials 
have been made on that basis. 

The company denied it would 
make radical changes in sales terms, 
such as $100 down and 24 months 
for the remainder. The standard 
terms of the past will remain in 
force. 

Ford is quoted as being anxious to 
see if he can beat the depression 
single-handed. 

Rumors of a Chevrolet eight to 
challenge the new Ford eight, and 
a new Plymouth are rife in automo- 
tive circles, indicating that Ford is 
to have plenty of competition. 


Cherry Growers Are 


Grateful to Papers 


Estimating $200,000 worth of free 
advertising was received from news- 
papers this year on an expenditure 
of $1,300, the Cherry Growers Asso- 
ciation is planning to make Cherry 
Week an annual affair. 


Insurance Policy 
Mast Sell on Merits 


The Iowa Insurance Commissioner 
has ruled that no company may issue 
policies as an inducement to the pur- 
chase of another commodity. 

The decision will not prevent a 
business house from offering insur- 
ance at a _ specific premium to 
patrons, however. 


Extend Copyright Laws 


The benefit of the copyright laws 
of the United States and Greece 
have been extended to their respec- 
tive citizens under a reciprocal ar- 
rangement, the Department of State 
announced this week. 


Jones Heads Group 


The Coin Machine Manufacturers 
Association of America was formed 
at a meeting in Chicago last week, 
Lee S. Jones, of the J. P. Seeburg 
Corp., Chicago, being elected presi- 
dent. 


Dealers Flock to Rockne 


The Rockne Motors Corp. has 
signed up more than 1,000 dealers, ac- 
cording to Frank L. Wiethoff, sales 
manager. 


Plan Cooking School 


The Medford (Oreg.) Daily News 
vo stage a cooking school March 
8-12, 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


Sub-Lease 


Suite of 681 feet in the Palmolive 
Bldg., Chicago. Furnished or unfur- 
nished. Attractive rental to respon- 
sible tenant. Possession now or May 
1. Box 117, Apvertistnc Acs, Chi- 
cago. 


COPY-FITTING 


THB “30” TYPOGRAPH is the sim- 
plest copy-fitting chart ever devised. 
Tells you instantly how much copy 
to write, or what size to set to fill a 
given space. Covers 49 faces, from 
6 to 36 point. Fits in the corner of 
your desk blotter. Send $1.00 (at 
our risk) for a copy. A. L. WAR- 
INGTON, 1959 E. Jefferson, Detroit, 
Mich. 


Knight Forms Agency 
Henry P. Knight has established 
H. P. Knight & Co. at 208 South La- 
Salle St., Chicago. 
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NEW ENGLAND MARKET 


Leads the U.S.A. 


BEST 


REGIONAL MARKET 


1932 


FOR BETTER NET PROFITS—concentrate a 
larger share of your 1932 advertising and 
selling effort where compact population has 
the best per capita record for BUYING-RE- 
SPONSE in 1931 and the most money to 
SPEND—NOW! Go after the New England 
Market, where purchasing-power is more 
stable than in any other regional market. 


GET THE LATEST MARKET DATA! Get 


this free filing-size manual (see left). All its 
comparative tabulations are from latest na- 
tional and New England market data col- 
lected by the New England Council. For any 
: company, any type of product in these mar- 
wee kets, here’s authentic, up to date, important 


p Saree Be sales promotion information. Write for it. 

Wee | a eeee NEW ENGLAND 

eee ara DAILY NEWSPAPER ASSOCIATION 
Ss A eS . sae 


THE SUN RISES FIRST IN NEW ENGLAND 


16 Norwich St., Worcester, Mass. 
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HOTOGRAPHIC REVIEW OF THE WEEK@™ 


LUCAS VISITS ST. LOUIS CLUB RANKIN BOYS FOLLOW IN THEIR DADDY'S FOOTSTEPS 


’ Lec - 7 
a 


William H. Rankin, New York agency chief, posed with other members of the advertising family on 

his 50th birthday recently. Left to right, William H. Rankin, Jr., in the Chicago office of the National 

Broadcasting Co., after service with the Chicago Tribune; Charles Welch Rankin, who is still at school, 

but insists he is going to be an advertising man; Mr. Rankin; and Robert H. Rankin, vice-president in 
charge of the Chicago office of the William H. Rankin Co. 


JOINS CADILLAC AGGRESSIVE USE OF OUTDOOR ADVERTISING 


Ottis Lucas, advertising manager for the Studebaker Corporation of America, 

helped the St. Louis Advertising Club open its advertising exhibit last week. 

It runs to March 15, being on display in the public library. At Mr. Lucas’ left 
is Hubert J. Echele, president of the St. Louis club. (Story on Page 6) 
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TIGHT SHOES MAR BEAUTY 


Hanley & Kinsella Coffee Co., St. Louis, uses three posters in a row 


John F. Reeder, who became ad- in this quarter showing. Ralph Moore, Inc., is the agent. 


vertising manager of Cadillac 
sale co aside ig YOUNG PUBLISHERS WIN CUP 
was a half-back of note. 


K. O. DEPRESSION 


Portsmouth, O., which asserts that "thousands of prematurely lined A boxing bout featured the an- — yr ag who = gi pons oe oy ng pong wore 3 — ben 
. . Ce . Wi . er, wi e sigma a 1 awar r 
faces are due to incorrect shoes." Amos Parrish & - handle nual meeting of the seconsin or semi-weekly. "the, Bladine is the daughter of W. F. Hunter, publisher of the 


the account. Retail Lumbermen's Assn. Webster City (lowa) Freeman-Journal. 


HN id oe ‘ 4 ey» a et eek O40) ee 
a ie r : ee aes ah 7 Re jm onl e 7 Sone s al 
me tLe) aed S Peet Be at 2 hei Pe ale y i fe +9 M 
ig ji Be eet ee Pek te re. ee. he eee cae F ae : ee pierre Coma sia ‘ ae é . “we 
fis a hoe ran ghey ao ae ares arian a avis be ier ike dey epee bt a a hey : pegs Deals cla cenit 
(eee eer, 3 ne EE , se i a ee ; . , : mee are s 5 ie Fae : ay yl Meriter: Motel 2 
ae r - . ai = + z a a , y 7 : : : Sl ey Wiig A oe 
: : ibaa 
ex cs ee a 
fe ie 
ie f , fe ae 
= March 5, 1932 (ia 
Fy . _ a 
% fe, 5 Si ——— . ———EE 
= mS eal he _* ‘ | 
» : i 3 - ‘ . : uke ; . 4 : 
yaa . < : ; eS a ‘ = ) 
ahh ce | > > = K ar 7 - aed e : ‘ oe ee” : fe 
ABD | » : ais aie, i 2 . a — = * 
any \ N ; ‘ Re ENG ee her) a —- cant ' . a ——— ; i 
ah a | ~ ~ ~¢ eS ne eee a Pe Mia # 5 Bey ES ' —. Fi ae G ae 
Page * & ts iS 70 Mais pee 3 tae : j <4 * oa aE +e OF Ba an eC by: i - 
ve ‘ , ene S dee er 4 a a ey . | i. gee rote (aig ae 
ees ~ , Ls, ae . 3 ae i a ae 3 ey a Lote a, eee i " 
a —t: 8 s n peg ane . Be Me ee aoe > “ _ Sere i ae 
2 ae " s a) a ar a wy a a AROS Se aN pe ae eects : 
ce . ; = er ag eee og a “oto * bay ptr. ea org ewe e 
<> nnd ; ~~ a a ee . , ¥ ; “J a : Be 
i Hehe aes , een r i <3 oe 7 Ra . = ape ey 2 | Sais eae, F pees eae 
oa eae 2 ~ ee — < ; ae i na “s =— ey eS ee ent, ; ee 8 IE 3 SEG 
oa FON —— * i ra pA cee OB aie gato 
of eh § ~ «ara . ~ 3 PT ae 33 eee ee a Un wie a eee nha ae Payee sy bart Sn 
- ey F : , a © * a ort ve AN ah ome Br and Se eS, . ee P Bes 
ee = . ‘ J @ 2 ‘ eae eee ct me > Be Se oe ia eae. gee Te ee on a aig he Mais) sure 
cat — — e ; ‘ J yee ‘ ices SM SR eae oe aoe ‘. BOM a RCT Pe aed a ee Ee ev e Geet ley A 
eek y: ae “os * ” ee 3 ~ Conga Dire cae ea rani  . ae 3 i gene re cea Catia tne e" oi ’ Fe al Fuk 
Pats oe % * a : . 4 i Cpe caret a ‘ an ee. le ae a af . Be Rak nega a an 
an _ =e . . 2) Se P ; ¥ , ean Sa ee eae — | fie ee ee eRe aE = Hes Oe ee 
ete . * . * Fee ae - See ee — . pe pe rahe Bey ll cee Seas 
aris —_ a ae = ees? << a Pit, ; We ie : : a Se . / Se ses: ane 
ea oaee — | ener | eatin he ge as * Sige |. ee ee ae ~ a ae be oe eye Oy ee 2 a wiz essen pee al cis 
eau : a ’ x a = eae . ee ; as Ri SNE NEN ek ae et cee oa a Bent 
ag Ste — ™ 4 any q b ef wee See se , fa a i H % ee ee ms eee ee oan ate ried 
ees i ; P oh ate app eie..2 a oo ’ 6 ee Rage pee Lok ete 
at a rf .* ee ee poe. oa ji Linens <i i eo a Le er | Se re a. aan ee 
apie F ee ate a ak “ah. “ 2, a tei ‘ d Wee ery tS a \z phe aaeays oie a 
cee Tc ee aay Seen Voi: ’ ‘ Re i (SOE aa ae adel ey Weep ts.” Bs eines ce oo aca” 
a ‘ —S or 9 eames he OE, eet a Pe eae, 2 , he aes Beit 
ie =a eae — ' Xe ae eB Ses FP Ne Hgts es oF ee: ae ae 
Reig aa Mie ey yee \ ag iS i ones i rat ' Dili ia ae P Mess [2 naa 
ai a i , Pie Oe Nate ee Be hats | z= F [geet OAM n'< reese, pi ae : “ae ne “ = “ee ee 
oh ae — Diet Sp OM m5 _ : ae MeN eee : ee | te ae eee a ee pee 
ee pis, re ae Re — : ee a Cs ey ee Ee ci. 6, ae gees the ome ee 
Ps ae x * : ero a eae i ene ‘ eee a Se ie: ee. eon ads eae P20. 9 1a aie oo 
* Be ede TSR a So Tee en a ss: Pa aaa ee : aiid tar de tags 5 Seed fee G eee : Re Sig te 
7 q PD ek Pee ik Bele ie Se i. eee a emai 2 cana 4 Mh Asai + is Poems te A Mea 22 eee FEO ae & aa , ER Re gea 
" . FR ance Me ‘ ies eee alee ace ea SG 2 be arate a eed at oe Weegee) 24 SP ates Ge ea eee i Hanes ig ee ss ees a 
- . . “i fet 1 anata ete + ses eee nS ae NOMIC cv > eee > roe: ae! oe ee cae ee eee pe Seer iar ear Ba at eR 22 Soe pa oh eee 
is A Cree co ae Bag ice eeu 4 i i eee p. a gee Rae oe eva a - ee ae sie Pak iia ponies tes Si a Se 
eee . ‘ ey focal i eee cer a tr ge ee ee ee ene cae eee tae oe > 2 os gee ot 2 Sa, een na ; nl Saad - 
caer py is es 2% ie fae eee ais Set nm hae i 3 be ee a eco eke ier 6 i Te Ai ee ae fet 5 CU ei waaeth “iat bate aaa 4 ae: Roe oe ne ears 
Ng ae ; eo ae Pe pc re an es Mahan et ge Pe a eae ic bye Ss on ae sah 2 ee soa in Re Gua ey eee eS eee We waireceaer ei one. : 
ea fe GO «nies ewe ee he he a he ee. epee RA er eae eae”) ea a Dae re Nee Fae ee 
ao is . ¢ « geese e Gee . be ter, leg te Ad tae Pe eet ce. Ne ace ck ee Bar PE be. ba ees cua ore Hd Ne eo etic) as Regen Serie 
ate be f ne igen oe 8 eran ai ee ae . Say Oe : ; oe a een ete Cn ae Rt oe See A eae Mee ae we 
fat ides & B Ld Zt Di Fh he Ti ae BE ie ist a8) ape ten er pate ete Ey, 4 ome ponies ae : Pies eg ON re aes oar 4 oes ec 
5 aa . me PE bbe. ‘ BIN sah oes ee Samet Gy nes Uy a RI PS elaine oe sa ee nee Vt Ne ere r ee ee, ae i Si a 5 Pca Typ KER OTN ioe pe a alae ce 
bn Ratlel = i * Sur 4d A: acl ates Fea hace aH ae es Gein 5 Be so aa Be er eet pee ea pte 2 aloe eee sr ctiate oh . 2p ee =H St MWe i pio ORE ak ern Z ee ‘ 
Te ae ca sony ee ee ss HIN Gee > We Seale Saree ; Basie RAO el fie Via a ee ea ee eee ee eae rac maa Seon Wake eg eet Seah arstle = 
ee! ‘ Bae hy ta Sal iis <a ee ae a Pes Ce ee ie ea i LEE Se ei erat Ae aie MNES EAA VER Dock ioe Cae Re metic 2 ches CRM Ec ge Meera Neen Pe Aci 21g hein 2 eeomnel 
; , es ce ca in Sree a a Me eats Stee Tee ee ie Com Ce p ee eae © ante, Bie vic ene ae ad Uae en cig eae aie Sees 
Es ‘ parece eee be Be ne cot pea =e eee SaFtT cee ae ta ee i cia pet Pic eee, 3 ee ate en arial Be. a ee mag rs Sony essen 
_ : : fon ee See e a! a Teed es ek gc | ACh ee Ue et ea shee Wy ee DRT yc ea epee eee OU Sty cece Fee MarR 
a | Cony ee Oe ee OR Oe eae nits: 
poe a — aS ae - a 
P » . eke a) r : 
? ne ‘ ay age bi 
alt ae ; ; 
; ve ‘aun ' gs | ih 
W-*7, : ; _* 
“ ee - : “ - 
= ie os ’ (enh os pated we ae Ee ed ON ee — - = — 
sl Sl AGE oe rel 6 Hike oa Be ae — — —_——_———— ee 
F NTE ee a ee eee a Coe eee. ; 
rr = TOMAR ME EN ET ERT ernie / 
os ae K e . Sy ; ss Nr, : 4 : - 
Pi. tocaenn § 2 wy . 3 NUE gt ee eee i : , acel 
oe a ae iad os s 3 a . caer deat, ae ha * . saa E Py. gh F 
ae ro —_— = m2 a Dei 5 a 
fs ? ~ Dag Ageing ll rae 
Fr: : ss oat wale aa hac Seer anne ia 
we : : . oa ried: ah ait 
: : ; : ea" 
x q ne : et aie ae 
= ra ce 
ot ai na 
oe . cx eaceEr ah ee 5 
ee ot Lael Re ea a! eis i pe Bie 
5 as) a * ee ee aad cr eet Set Leg oe FE * 
Ree ss Be Chie AO Ey ol eae on Feedaiae - 
aa cpr =) a Pere Once STE: ‘ " 4 
= : Soe al Se ee eee 
ce : ee ee i . ee eee. 2 ‘ ee 
: coun — 4 4 oe ba 
- ; : ; oo cs ee Saree 
= ‘wa — i a Dee 
° er 2 iii sre cae oe 
£ a i < Lad bs 
; i oa ne eee a ye | : 
ees oui ees ‘ — > & -" = be 
a ae —_— - - a Seneca, 
re x . 3 ‘to tat f : 
peter > ef .  —— ° course / : 
Sate itis “ee : * Ses age 
Seale < ~- em ‘ : + a — « ccc ! . ff ‘i ati 
Rigor = ‘ee —.. : ——_—_——, . ere ae ees 
ag oe ° .. ai dod ee > mer SE Oe es | gus 
a we 5 ya - : gale id ons 
aie # * a f er ee 
¥ f —— ———— a ba : Ms = & + ae ees 
pie Site . I . é Me oe ‘ ah Fs as 
eas oe fies fag | ee “ We : he reat ae ty ee: es ate - * ad si : sy i "i 
eee es is 2 See ee a ‘ a ee F y ! (er. 5 ‘3 ; Segoe ie en: 
as ae aaa oe : . ‘ = : 2 waa . = ! ie Gap SEER * ae Pa : é 
: a i Peat, ie 6 BA! nae; eer ag ae spel vee J ae Say ie + eager s . - he | oa 
ae ee ey eee iste *e, aks te eee . ie eae fi ake “apg caer A: Beier crn a hase enna en, —_ Sekeove sesestee ® 4 ; aes 
ores i oe eee, a ae ee ae a ot eee Geo 
Feil aS a as RS >A ised ie, "3, | yea en pent ge Soe een 2 4 ’ wt hes Lo leat ana ee aga eer ts wee oun, 6 peer eae : 
a = Ae a ae Revi ae a Tee Cee ee oe ta eta chee cee ae ss ‘ Ee, eas SR Ae ea ate a cS Sala 4 AL SERVICE Re ae care 4 e = 
Pe cen Seamer eee Mae are + euiieligge, See ah: 
; Da = Peed 7 S é. ae cn ati ae 7 Bein 5. ine vy oy tee: ee ae " : i 
, ee . oF ae = ¥ rt ee ‘ Bios fe aay ae ign bape Fi sabe, ae * * 
. eee Oe : noes a ; arr Eh! ee e ee Le een i ae 7 x — g : 
ek - : . ¥ : fo ee : ere ee gee SSE ee ey eee es 
thes ice. ©, are . ak te et > ee 2, co eae poe a 2 : la = gi 
se ; : : ; 7 he ne 5 > spratad a 1 Ee PS: Fi joa eer “ j = a . 
i: . : +e é a es ae icc ciaatl — — . : ‘oi 
and waste yo : | i ttt 
z . & . rs . : ae d = 
a (VV OF ur money al 
‘ wires ae. < ae ce ‘ et rice 3 fe 
: ee eae aaa a ie yc ee ees Seana Oe eo ak ae 
oe ee eee _ BR Es eye Fee Bae ecg a eae ear : 
: he Ol RE ete ea: eee ieee 
a cee ae < : —_— ey Re os ee re ER TC Ls 
; Cee aa ae os ee OS a 7 ee mae Pie ce : 
; | OR ae - ie eS tig bags oy aa 1 
pa eet eee * Soe ee ee ee oat iA es ; ‘jean 
Te ee ie , ey Gelli Abe Saree nd “SRE one on eam. SF xe 
a “3s (SRR II ects mM ps rea hee ee ae See 
ye atch ‘ oS ea ee eee Sg aaa, iba i 
os | Ks “iat caches My: Bis ths 3 ee Oh pir eae 5, = 
~nteelic: | = aaa os a) ce A aig MS is | pla ed 
2 a ay 2 - 7 " re He er ns peo . . PR, 
ies 2s tix PF, , : = OY 5 selene —— wey a er ae 
ie | : “= eee ee ie ie PaaS. =. - * ‘ae 
ee hs | i _ PR Nin A acta 20: eee ae 
3 ¥ ne MR a a CN a 5 ce SA ee 8 ie § ne 
} — —— . > > re tle 9 2, AS ae ae | 
a oe Ea Ack Rae | ; ; | Ben, 
; a ae ae | 7 i " tse 
eb ee : eee P , ead 
ae oe ae > . : " . + ri 
q <= i A ay CE 
a of aan Neale ER iain OBS: ‘ Py % ‘i : & b : 
‘ a . Aas 4 , ; * * 
% his ee Bros fr, — HA - io: Sam its : of as , ‘te — 
ad S35 ae — a rs : his Be as aes 8 a 3 ; 
;  . ; ° : . — & k. 
yh YS oe a — 3 Van - 
. ¥s € i> eS x 3. | ee C 6 . : ce & a : 
’ : Pek cert tS aie Eger ne Recta >) : 5 ee: i a ef - . 
: : - : fe ee. t A “Ae eT  e ; ; : : 
ar a = Me) ee A 7 = ee 
—- " SP 2g tuk a cole oe = sy, a : yy " § : Poiwke eas . 
oe. 4 J 2 F ‘ = a eS re H " ; 7 Gat 5 = & 
. Sa oe < . 
-_- od » : ial : , E 3 ee aa: ; & % ‘ 
= Aa rn we. ¥ : oa : : eS : Lee. " ay , oe “ae ; ; a4 
— as ec — ~~ = aa - ie oi 23 ) ton : Be : ‘ 
4 Ao, + — es . ? = ™ * ] ee a ra acl Cae 7 4 we = 
a a - _ 28 Yt y bene lane Sa Register SR - 
3 : ltt oa PP ia i) + ies ae? é =e ee a 
oh . Gi : 7 . Ths Res ‘ t ; ie a pat =. a ee aie 
* © apeeet> . ge ar 5 ] f eae: tes We, 0 ob " a et : 
13 , a ae : a 3 Serna ik. ees, ' ys yg — Dame 
z ee eee ee SS ‘ ’ lo ie 5 a me. os "a : 
“ : :  . j,i : = _—e ile eae wage (met a — 2 ; 
er a | i r © ere ——- re ; om. ot eee i ~ 
Bi ; “4 es eae , ' ae 2s ; 3 > Ray - . 5 oF ite 
a) a fra ee A i ats te oe F : ical ‘ iets 
(= Met eS | a ig ee ee a = ‘ _s / i ee a So 
ea = { B be 5 Ne a a aa : fe pea a, 
7 oe a ce. ‘+ i r % tal ‘ ag : Pome . o Hi 
’ = . ae ’ as % i ae a5" ce” Semeeey Sa = ‘itag, gee 7 an ree 
= ns Zi a. end . = = al ‘ oe. ae me he 198 34 te bP ie me as < 7 dee ad 
Wes Sw eae | ee >: 4 ae ¥- . Pa >’ San 
xe eA ee.) ee : wer 7 : 
i Cie Jae ee , RE hee er 
i | | * ° | | | | | = : oe Se a8 eee i GBS Ss 
. ae 5 _ ; : - eo 3 - . " 
te gps RG ~ = ip, a Ria tens ee 2) ,, oe RR emer cee ent: y r, : : mse : 
7. wee ee a pe eae Se aan oak of ine De Cet Bg ed gee ee ae Cm ea 
ae ae Sane. ¢ ‘ Be oD Gi yl 7 “ = Psa oe ee ES pees Sea eae i a a hee Sh ie Sheed ity om ARS omer fal : Steet Rae Se E i ‘ 
Fee, Bs eee Be fee ee Se ee ae ieee. tee: + ; Bas oe ae Cie ig es tater ea, |, Sa ot; ‘yi eee 5 ae i : ge es tone 
“oh Sie ie. . aes Pan, tt ee Ss las eR 9, road ee eee ae SR I ok mT Sere Heer tee 
rere hie Sh by 5 eee eapseres LS 2S he 28 St eM ee Bene Sor ee Fs ee st ine, Te ee eRe Bed.) \= Teas aaa Page Peg, ns RPM) i arene atid ig ee emt 
a | ee a ” a Pea ee "hie Sat Ree eal oe,  tege Ne ene bs bilea dea acter: 7 Rte 7. cee (eee Be es Pee het Sse ene po ves pa Soh | CaM! my. . oa) GeO sah fs oe ut 
,i ae een ae » tate emer i Serer arcs Keg hoe: aoe oe rere TAS DF set NG SAL RS [orn ¢ bei Si ery Mo ese a eae ee eee ie Pa ie a + UR oy = ee Ned 9 2 wi pipe one act Lee ai 
FURS Rapes? uk ety es) Ler ie We Lee ee See ea RM CERRRRET Oe am Me gt a ee Oe mrs oh ee eee 
Sia ght Ps Sibel Ein tee Sire ® hig jee A RY oy ee ERE ee te al ep es ee oe + oe og: petit 3 see as Reet lets -: Te SON pe aa ier te Cer all Ve pata teed by ee ee } Se emer Sng i. mere 
oR Pica Bik, a Se RON UR ars Ny Se Rene Baal Sy oh ieee eee FAD egos oa a Diatlgke® gods 2 Ba Ay 1s tr On eed peeing eS tie nde Wem eae haa aaa a at sb cn ge Me A den om ee Se Pete Senter :, + pakeiegteate faunas, bee a ag. Tey 
EMER a ERY hee oe GPE ES AE gs ie OPED Bes ee Np ooh 29S et go a Ns tale, 1 Tee SER TAP She Pa eas atte g eoean Por recat Be eee ee Seo 5 so See yeh I ia air SAP alee re 
a A, OS Ge ER aa Tek Wie ny RE SRY” oe cae ge! AP yf Sa helt oe ashi Cah ERAS Bye amet ee ea PREP EN Se SS ompamenetay  ies ee ng eaten >" Gay Rapa an omens | ee, 
ay it Rane He RE Le: Tae Epa A a? Le ee ees ea eer Ne emt 4, pa «ie : 
1 ee a ag, ay eT Re ae ek Bie PO ery ee By) hatect eee eg ts ae RS Be 


